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CHAPTER I 
INTRODUCTION 
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CHAPT ER I 
INTRODUCTION 
- --=== 
Purpose of ~ studz. The very apparent need for a 
strong collaboration between research and public relations 
is becoming increasingly evident. Time and time again 
certain companies or industries have found themselves in 
"hot water" and have had to expend large amounts o.f money and 
time in order to restore some degree o.f balance. In fact, 
"too many persons or organizations use public relations 
techniques to 'mop up' after mistakes have dirtied the floor, "1 1 
rather than to take advantage of the more valuable aspect, 
which is to anticipate problem areas and institute corrective 
measures. 
Management must learn the tremendous need for directing 
its research so as to logically and intelligently anticipate 
certain areas of trouble or need. 
A careful study of public opinion defines the 
problem. It shows who are the friends and who are the 
opposition. It reflects the information and misinforma-
tion and attitudes. It identifies the urges and desires 
that motivate people. It indicates the2positive and negative symbols to which people react. 
1 
il 
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Verne Burnett, Solving Public Relations Problems 
(New York: B.C. Forbes & sons Publishing Co., Inc., 1952),p.l67. 
2Glenn and Denny Griswold, editors, Your Public 
Relations (New York: Funk & Wagnalls Company, 194S}, p.233 . 
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Management must learn that it is dangerous indeed to 
attempt to influence the opinion of any group or public 
merely by having in mind what they themselves seek and then 
setting the wheels of the various media in motion. "It is 
frequently necessary first to ascertain carefully the state 
of that opinion and to investigate one's policies in light 
of the findings. "3 
Great progress has been made in the field of public 
relations research. Polling, for example, l::a s now reached 
the point where, if it is done by honest and intelligent 
people, it can give us a very good estimate of opinions on a 
4 percentage basis. Many leading companies have now used the 
results of attitude surveys to guide and formulate new or 
corrected policies. Employee tests, as another example, have 
resulted in better selection, job training, reorganization of 
departments, new allocation of functions, and improved 
industrial relations generally. 5 It is no longer necessary 
to "play by ear" entirely, to proceed strictly on a basis of 
fai·th and instinct. 
3Philip Lesley, Public Relations in Action (Chicago: 
Ziff-Davis Publishing Company, 1947), p. 177. 
4Earl Newsom, "We Don t t Know Enough, 11 The Public 
Relations Journal, 7:3, January, 1951. 
5Frank Lang, "Research--Backbone of Sound Public 
Relations," The Public Relations Journal, 7:14, April, 1951. 
I! 
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Looking at the total picture, the role of well-
planned public relations research is three-fold: 
1. It should inspire and bring about action. 
2. It should serve as a guide in planning the action. 
3. It should measure the effectiveness of the action. 
Dr. Frank Lang6 states it this way: 
Research to be used in management starts with creative 
thinking, leads to the recognition and statement of new 
problems, the determination of sound over-all objectives, 
the development of formulae and plans of action, and, 
finally, follow through. 
Dr. Lang adds further that a research job is not ended when 
a report is completed, but rather when its findings have 
been applied, evaluated, and the problem solved. 
Finally, it is the investigator's sincere belief and 
hope that management will come to realize the vast benefits 
to be gained through the proper use of research in public 
relations--benefits that will be in the best interests of 
its own economic and social well-being, as well as those of 
its employees, stockholders, etc. When management has been 
sold on the fundamental belief, on the basis of theory and 
available evidence that "social behavior can be understood 
within a scientific framework--that social phenomena can be 
observed, measured, and even predicted--then we can establish 
for public relations a foundation as firm and solid as for 
any of the social sciences. "7 Then we will have taken another 
6Loc. cit. 
7 ~., p. 16. 
4 
step forward in our ever increasing need to develop and 
further the proper study of mankind for and in the best 
interests of all society. 
Statement of the problem. It is the major hypothesis 
of this thesis that {1) any company can profit by research 
in public relations, and (2) that the Bigelow-Sanford 
Carpet Company could make better use of various research 
activities in analyzing and interpreting, at the local level, 
those attitudes, opinions, conditions, and so forth, which 
are so necessary in formulating any effective and lasting 
public relations program. 
Based upon observation and a study of the facts, as 
well as on professional surveys, writings, and scientific 
facts, it shall be endeavored: 
1. To present a factual picture of the basic public 
relations program and research activities of the 
Bigelow-Sanford Carpet Company. 
2. To examine and describe some important previous 
and current public relations studies and writings 
for the purpose of establishing some specific 
criteria for evaluating the total public relations 
program of the Bigelow-Sanford Carpet Company. 
3. To present an evaluation of the Bigelow-Sanford's 
public relations program based on information 
obtained in Point 2, as well as the basic prin-
ciples learned in the Boston University School of 
Public Relations and Coa~unications. 
4. To make, in light of this evaluation, some speci~ic 
recommendations for immediate and future research. 
5 
It is further hoped that some concrete recommenda t ions 
which can be adopted by other textile industries throughout 
the nation to improve their public relations programs will 
emerge from this study. 
Methods of procedure. 
1. Interviews with pertinent personnel to aid in 
understanding and interpreting the basic public relations 
program of the Bigelow-Sanford Carpet Company. 
2. Personal observations of the actual processes. of 
the public relations activities and functions. 
3. Compilation and analysis of official papers, 
records, reports, etc. 
4. Setting up of specific criteria from available 
pertinent material in the field combined with the basic 
principles learned in the Boston University School of Public 
Relations and Communications to aid in the evaluation of 
Bigelow-Sanford's public relations program. In seeking out 
these criteria the writer divided his efforts into three 
areas: 
(a) Several leaders in the public relations f i eld 
were contacted to find out their opinions as to the bas i c 
hypothesis presented above, to find out how they were presently 
using research in public relations, and to solicit any 
materials or references they would offer pertinent to this 
study. 
6 
II 
(b) Previous scientific surveys which helped to 
pro vi de some very basic principles an d. standards in re la ti on 
to human behavior and needs were reported as a s oorce of 
u~eful criteria in ascertaining whether Bigelow's public 
relations program met these needs. The major source for this 
information was the Institute for Social Relations, University 
of Michigan. 
(c) Additional significant and pertinent items, 
studies, and comments were taken from various journals, books, 
published and unpublished reports, and so on, to aid further 
in establishing essen tia 1 criteria. 
II 
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CHAPTER II 
HISTORY AND PERTINENT FAC!J.'S OF THE 
BIGELOW-SANFORD CARPET COMPANY, INC. 
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CHAPTER II 
HISTORY AND PERTINENT FACTS OF THE 
BIGELOW-SANFORD CARPET COMPANY, INC. 
Brief history. The background of the present Bigelow-
I 
Sanford Company is indeed complex and truly steeped in American . 
tradition. Its historical background must, in a work such as 
this, be given in its barest outline for there are many 
written works, such as The American Carpet Manufacture, by 
Arthur Cole and Harold Williamson, which concern themselves 
entirely with the historical theme. The main purpose in 
presenting this brief history and pertinent facts is to give 
the reader a better understanding of how this complex 
organization came to be and to aid him in its proper classifi-
cation. 
"It all started back in 1825 in the small town of 
. 1 
Medway, Massachusetts, with 50 hand looms and 100 employees." 
Henry Burdett started this small carpet mill and was greatly 
aided by Alexander Wright. It was typical of the small 
carpet mills using hand looms which grew up throughout New 
England. 
In 1828, the Lowell Manufacturing Company took over 
the Medway Mill, and Wright became the first agent for the 
1 Open House at Bigelow, A special booklet for an open 
house at the Bigelow-Sanford plant in Thompsonville, Connecti-
cut, September 27, 1950. 
I' I 
II 
i! 
Lowell Company "Which "organized production on a scale 
2 
undreamed of before." 
In the same year, 1828, Orrin Thompson started his 
carpet mill at Thompsonville, Connecticut, which was re-
organized in 1854 as the Hartford Carpet Company. 
The very involved background of the present Bigelow-
Sanford was given a decided boost when, in 1839, Erastus 
Bigelow invented the power carpet loom, which W::l.s first used 
four years later by the Lowell Company. (Recent commentators 
note that beyond certain improvements soon introduced by 
Bigelow himself, the machine stands today in essentially 
the same form in which he first put it together.) 
Erastus and his brother soon started their own company 
at Clinton, Massachusetts, and prospered almost innnediately. 
They later incorporated it under the name, The Bigelow Carpet 
Company. 
Eleven years before that occurred, John Sanford started 
a small weave shop in Amsterdam, New York. This mill was 
almost destroyed by fire in 1854 and was then taken by John's 
son, Stephen Sanford. 
I 
At Thompsonville, Orrin Thompson's company, the Hartford 
Manufacturing Company was thriving, as was the Higgens Carpet 
Company in New York, which had started in business in 1840. 
2 Arthur Cole and Harold Williamson, The American Carpet , 
Manufacture, A History and An Analysis (Boston: Harvard 
University Press, 1941);-p.~l9. 
10 
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There were now five great carpet companies: Bigelow, Lowe 11, 
Hartford, Sanford, and Hig gins. 3 
The history of the old Bigelow Carpet Company was the 
beginning of a world-famous industry that made "Bigelow" a 
name respected throughout the carpet trade. Erastus Bigelow 
remained president from 1866 until his death in 1879. The 
Bigelow Carpet Company then carried on until 1899, when it 
joined with the Lowell Manufacturing Company to farm the new 
Bigelow Carpet Company. 4 
In 1914, the Bigelow Carpet Company and the Hartford 
Carpet Corporation of Connecticut (created by the merging of 
Hartford and Higgins) formed the Bigelow-Hartfar'd Carpet 
Company of Massachusetts. This company from its corporate 
beginning was the largest producer of rugs and carpets in 
1\ • 5 .--~merJ.ca. 
Throughout the present Bigelow's history, expansion 
seemed to be the key word to successful progress, and in 1929, 
The Bigelow-Hartford Carpet Company joined Stephen Sanford 
& Sons of Amsterdam, New York, to form the present Bigelow-
Sanford Carpet Company, Inc. (As this thesis concerns the 
public relations program as it affects and relates to just 
the Amsterdam and Thompsonville plants, no effort is made here 
to discuss any subsidiaries of Bigelow.) 
3Bigelow Today, A special issue of the Bi gelow Ma gazin~, 
1951, published by the Bigelow-Sanford Carpet Company, New York. 
4The Bigelow Magazine, A special publication for 
Bigelow-Sanford Carpet Company Dealers, 2:4, Sept.-Oct., 1950. 
5Loc. cit. 
- ~-
I 
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Significant public relations background. The most 
significant public relations step in the hist~y of the com-
pany was the hiring of its present president, James Wise, in 
1944. Mr. Wise brought with him a definite public relations 
philosophy, which almost immediately resulted in a constructive 
reorganization of policy and function. 
Bef'ore that time there were very poor lines of 
communication and many weak and overlapping starr and line 
functions. Wnile there were in force insurance programs, etc., 
there were no forward-looking programs ar established policies 
concerning employee benefits. It was primarily gpverned by 
how much the union would battle and win from the company. 
This process, incidentally, was leading to a very strong union 
6 
and a very weak management. 
In 1946, Mr. Wise set up a division of Advertising and 
Public Relations, and for the first time at least the spirit 
of this newly named field comes into being. He later 
divorced these two and set up a Public Relations Manager, 
independent of the Advertising Department, and although his 
functions were more along a press relations line, it was at 
least a step in the right direction. 
In 1947, a Department of Communications and Community 
Relations was set up under the direction of a Communications 
6 A personal interview with the Bigelow-Sanford labor 
relations manager, May 14, 1953. 
12 
Manager. This was at the New York level, while at the plant 
level there was a Cormnunications Supervisor. In addition, 
new policies and functions were established for the Personnel 
Department, which was brought under the guidance of a 
Personnel Manager who reported to the . vice-president in 
charge of personnel. 
It should also be mentioned that the Company Pension 
Plan star ted in 1947. 
In 1948, two important events happened. First, the 
company set up a definite Community Relations Plan of Action 
which clearly outlined the objectives sought and the responsi-
bilities of both the New York office and the local plants in 
connection with this plan. Second, the company hired a Labor 
Relations Manager in a sincere effort to bring about more 
harmony between labor and management. 
In addition to setting up and reorganising the Bigelow 
Company along more functional lines, Mr. Wise also greatly 
strengthened Bigelow's communications by adding such new 
features as the President 1 s Letter, Management Information 
News, monthly and semi-monthly meetings at all levels, and so 
on. 
In summary, the greatest significant public relations 
development was the hiring of its present president, far with 
him came a whole new era of forward-looking, employee-minded 
policies and functions. 
i 
I! 
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Bigelow's four basic objectives. Mr. Wise has set up 
four basic objectives for the Bigelow-Sanford Company which 
are continually repeated through the annual reports, 
stockholders' reports, house organ, and so forth. These 
four are as follows: 
1. To serve the public by supplying constantly 
better carpets at lower costs, through 
continually improved methods of purchase, 
manufacture, and distribution, with a resulting 
fair share of business to Bigelow and a fair 
return to its stockholders and employees. 
2. To provide the greatest satisfaction possible 
to its employees within the high standards of 
our competitive economy, through proper 
personnel practices. 
3. To be a good citizen within its plant communities 
and nationally. 
4. Through all three of the above, to maintain 
and increase belief in our American system of 
production and way of life on the part of its 
customers, employees, stockholders, and the 
public. 
Products manufactured and sold. The main line of 
products sold by Bigelow-Sanford is rugs and carpets. The 
net sales for 1952 were $67,273,000, and the company operated 
at a net loss of $1,252,000. 
Bigelow has other minor operations such as defense 
activities which represent about five per cent of sales for 
the year. Defense operations relating to blankets and 
cotton ducks have not been profitable for the company and 
they were liquidated at a loss in 1953. However, defense 
14 
operations relating to metal fabrication and assemb l y were 
prof itable and this work is being increased. 
Executives in charge of management. 
James DeCamp Wise 
William N. Freyer 
John A. Donaldson 
Robert B. Freeman 
F. Albert Hayes 
Elliott Peterson 
Sumner Robinson 
Fletcher Wall er 
John Bloomquist 
Harry G. Gilbert 
Herbert J. Mueller 
John Kenny 
President 
Executive Vice-President 
Vice-President far Finance 
and Treasurer 
Vice-President in charge 
of Products 
Vice-President in charge 
of Purchasing 
Vice-President in charge 
of Manufacturing 
Vice-President in charge 
of Sales 
Vice-President in charge 
of Personnel 
Assistant Controllers 
Assistant Treasurer 
Secretary 
The following personnel are listed because of their 
importance to this thesis. Most of them serve in a line 
capacity, although there are many occasions when they also 
serve a staff function. 
15 
.. 
John E. Gagnon 
John Tharrett 
Personnel Manager--Reports 
to Vice -President in charge 
of Personnel 
CollliiiU,nica ti ons Manager--
Reports to Vice-President 
in charge of Personnel 
Peter c. Wright Public Relations Manager--
Reports directly to 
President 
Anthony Mannina Labor Relations Manager--
Reports to Vice-President 
in charge of Personnel 
Control of compa~ stock. The Bigelow-Sanford Carpet 
Company is owned by 6, 700 stockholders with a breakdown of 
shares as follows: 
A. Cumulative Preferred Stock--$100. 00 Par Value 
39,604 Shares (Authorized:200,000 Shares) 
B. Common Stock--$5.00 Par Value 
993,963 Shares (Authorized: 1,500,000 Shares) 
The majority of Bigelow's stockholders live in New 
E..'rlgland, with most of them centered in and around Boston, 
Massachusetts. 
16 
CHAPTER III 
THE BASIC PUBLIC RELATIONS PROGRAM AND RESEARCH 
ACTIVITIES OF THE BIGELOW-SANFORD CJffiPET COMPAI~ 
CHAPTER III 
THE BASIC PUBLIC RELATIONS PROGRAM AND RESEARCH 
.ACTIVITI ES OF THE BIGELOW-SANFORD CARPET COMPANY 
I. GENERAL INTRODUCTION 
It is the writer's intention to break down the total 
program into its constituent parts or areas such as the 
Public Relations Department, Communications Department, and 
so on. All policies, functions, and "publics" dealt with 
will be discussed under the department concerned. At the 
end of each basic area or department covered, a report on 
the current research activities will be given. This will 
enable the reader to quickly and easily associate the 
evaluations and recommendations appearing in Chapter v. 
There will be little attempt to evaluate Bigelow's program 
in this chapter. For the most part, this section presents 
Bigelow's program, as far as is possible, as it is in operation 
today. 
It should also be pointed out that Bigelow-sanford 
runs its organization consisting of several plants from its 
headquarters in New York City. For purposes of this study, 
the program is presented as it applies to its two major 
plants: the plant located in Thompsonville, Connecticut, and 
the plant located in Amsterdam, New York. The Thompsonville 
plant has 4500 employees and the Amsterdam plant has 3800. 
Thus, the company has, for example, a Communications 
Manager in New York who develops for the approval of the 
Vice-President in charge of Personnel, brca d c ornpany-wide 
community relations and internal communications objectives, 
policies, and programs. At the plant level, each plant has 
a Communications Supervisal~ who is assisted and guided by 
New York policy in carrying out his duties at the local 
level. He reports, however to the Superintendent of 
Personnel at the local plant. 
Bigelow has made a definite effort, in most departments, 
to decentralize its organization for greater operating 
efficiency. Generally this means that it will be the 
responsibility of the New York office to formulate company-
wide policy and to guide and advise, while leaving the loo al 
\ 
plant a wide area of self-management and decision. It should 
also be pointed out that a general budget is esta.blish9d in 
New York for each plant's operations and activities, and the 
local plant must operate within the allowed amount. 
II. THE PUBLIC RELATIONS DEPARTMENT 
A. Stockholder and Business World Relations. 
The basic purpose is to promote among stockholders 
and the business world a better understanding of the company 
and to present a current picture of company thinking and the 
19 
I. 
progress and relationship of the company to the events of the 
1 day. 
The public rela tiona department tries to carry out its 
responsibilities to their stockholders by three main tools: 
the annual report, a stockholder news-letter which is sent out 
every three months, and releases on quarterly earning.s. 
Occasionally, Bigelow sends out special publications about 
the company to celebrate certain anniversaries, and special 
events. 
There is very little done towards carrying out the 
stated purpose at stockholders' meetings because the attendance 
is extremely small. "As few as seven have shown up out of a 
possible 6800." 2 It logically follows that this is the 
reason the company has done very little to personalize 
management by holding luncheons or introducing members of 
management. 
Bigelow makes very little attempt to inform its 
stockholders as to its various community and employee 
rela tiona problems or policies. The basic line of information 
centers around such topics as product improvement, sales 
market and distribution, and so on. Most of the subjects 
covered in the Stockholders' Newsletter would fit within 
any retail or trade magazine. They are not directed at the 
1A personal interview with the Bigelow public relations 
manager, May 14, 1953. 
2 Loc. cit. 
20 
specialized public that the letter serves. 
Furthermore, Mr. Wright, the Public Relations Manager, 
stated that he thinks the stockholders are quite content 
because they have rew complaints rrom them. He also added 
that they were a very conservative and economy-minded g roup 
and would probably not approve of any expenditures to widen 
the present stockholder relations program. 
In keeping the business world inrormed, the public 
relations department prepares news releases and feature 
stories on such activities as sales distribution policies, 
price changes, plant modernization, and speeches and state-
ments by company officials. The department also prepares 
raa terial on the company for financial groups such as the New 
York and Boston Society of Security Analysts. 
B. Retailer and Trade Relationships. 
Bigelow-Sanford has about 5000 retailers and the basic 
purpose is "to keep these retailers and the trade in general 
informed of Bigelow leadership, product development, sales 
promotion services, and advertising and general sales 
3 polio ies." 
This activity during the past year has been covered by 
a constant flow of news releases and photographs to the trade 
papers, and by The Bigelow Magazine, which is prepared 
exclusively for the retail dealers every one or t wo months. 
3 Loc. cit. 
21 
Bigelow has an excellent promotional program for its 
retailers. It ties in with its national advertising program, 
through which it offers various sales aids ranging from 
special ad mats and color mailing pieces to slide and motion 
picture films. 
c. Press Relations. 
Press relations can be divided roughly into two broad 
categories: (1) providing the press with news of the company 
as that news occurs; and (2) creating news about the company. 
The first general category includes imp or tan t state-
menta and speeches by company officials, news of sales and 
earnings, changes in personnel, product developments, and 
answers to inquiries. 
The second general category, that of creating news 
about the company, is known as publicity. Mr. Wright pointed 
out that one should not infer from the term "create 11 that it 
is not legitimate news or that it is faked. He stated that 
it is simply the presentation of facts in a new form that 
makes them interesting and readable. 
It is the general policy of Bigelow, whenever possible, 
to direct all press inquiries through the public relations 
department. The reason for this is to obtain order and 
efficiency and to make sure that all statements are in line 
with over-all company policy. Mr. Wright stated further that, 
in most cases, the company follows the procedure of giving 
22 
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honest, straightforward answers. rr the question involves 
information which the company cannot release, it is so stated, 
the reasons given, and the background "off the record." 
The public relations department has prepared a booklet, 
Meeting the Press, to assist members of the administrative 
groups in their contacts with the press and, as :Mr. Wright 
stated, "to take the mystery out of press contacts." 
D. Consumer Relations. 
The basic purpose in consumer relations is to encourage 
wide use of and to further establish the reputation of Bigelow 
rugs and carpets by capitalizing on all possibilities for 
free publicity in newspapers, magazines, radio, and syndicates. 
Further, Mr. Wright stated, 11 the purpose is to es ta bli sh a 
Bigelow News Bureau as a source of fresh, up-to-the-mi nute 
news on carpet styles and home furnishings information. 11 
E. Additional Functions. 
The public relations department also handles all 
institutional advertising and maintains files of information 
and photographs about the company, its produc t s, personnel 
and manuf acturing activities. 
Finally, Mr. Wright stated that, "the interest o:f the 
Public Relations Department extends from the initial activities 
of wool purchasing through the merchandising of the finished 
product in the retail store. A familiarity with nearly all 
~ --
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company operations is essential to intelligent reporting to 
the outside world. "4 
F. Present Research Activities of the Public Relations 
Department. 
There is no formal public relations research being 
conducted or sponsored in any of the areas of activity 
reported on above. (It should be noted, however, that the 
Carpet Institute which is composed of about 20 companies, 
including Bigelow-Sanford, is presently conducting a survey 
to determine and understand consumer motivation more clearly. 
III. THE PERSONNEL DEPARTMENT 
The rna jor areas of reap onsibi li ty of the Personnel 
Department are: 
1. Employment and Placement 
2. Training 
3. Testing 
4. Management Development 
5. Wage and Salary Administra t:i..on 
6. Employee Services 
7. Employee Benefits 
8. Safety and Medical. 
These basic areas of responsibility involve the following 
major functions and activities: 5 (Additional information is 
added where it is necessary for a clearer understanding of 
the area and its sub-divisions.) 
4Personal correspondence from Bigelow-Sanford's 
communication and community relations manager, April 16, 1953. 
5Personal correspondence from Bigelow-Sanford's 
personnel relations manager, May 20, 1953. 
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A. Major Areas of Responsibility. 
1. Develop,for the approval of the Vice-President for 
Personnel, company personnel policies and 
procedures. 
2. Develop, for the approval of the Vice-President far 
Personnel, broad company-wide employmm t and train-
ing objectives, policies, and programs. 
3. Coordinate and administer a program of personnel 
services, including the safety and suggestion 
system, medical, food services, recreation, pension 
and insurance plans, and other programs, which aid 
in improving employee morale and physical well-
being. 
a. Vacations The plant officially closes for 
vacation for two weeks during the month of 
July. Plant office workers receive t wo 
weeks with pay after one year. Production 
workers receive two weeks with pay after 
five years. Vacations for both groups under 
those minimum requirements are on a pro-rated 
basis. Management supervisors receive tbree 
weeks with pay after seven years. 
b. Holidays -- The following seven days are 
paid holidays: New Year's Day, Easter Monday, 
Memorial Day, Independence Day, Labor Day, 
Thanksgiving Day, and Christmas. If work 
is required on such a holida y, time and one-
half the regular hourly base rate is paid for 
a 11 work performed over thirty-two hours in 
the seven paid holiday weeks. 
c. Medical Benefits -- The Bigelow-Sanford Company 
has a non-contributory Group Insurance Plan 
which covers the following: life insurance 
depending on earnings; a weekly income if the 
employee is sick or disabled and c annot 
work; a daily hospital allowance and 
additional payments for miscellaneous 
hospi ta 1 expenses; surgical fee allowance; 
and maternity benefits for employees and 
dependents of $150. Bigelow also maintains 
a well-equipped dispensary at both plants 
with a physician on call 24 hours a day and 
trained nurses available whenever employees 
are at work. 
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d. 
e. 
f. 
g. 
h. 
i. 
Safety Pro~ -- Bigelow has an excellent 
safety program which is under the full-time 
direction of a safety supervisor, who is 
assisted by a safety committee made up of 
management and labor personnel. In addition, 
all supervisors are responsible for safety 
in each respective department. 
Food Services -- In .Amsterdam, where local 
restaurants are some distance from the 
plant, a large modern cafeteria provides 
meals at c o st. 
Suggestion System -- Each plant has its own 
suggestion system and all types of suggestions 
are highly encouraged. Awards range from 
five dollars to five hundred dollars and the 
employee who submits the idea which results 
in the greatest monthly saving will be 
entitled to an additional award of two 
hundred and fifty dollars. In addition, 
each supervisor or foreman receives an annual 
award equivalent to 10 per cent of the total 
amount awarded during the preceding calendar 
year to employees working under his innnediate 
supervision. 
Recreation Ac ti viti es -- The company has a 
well-roundea recreation program, which 
includes baseball, basketball, softball, 
soccer, tennis, golf, bowling, and rifle 
teams. These teams enter into competi ti. on 
with other industrial teams as well as 
inter-department and inter-plant competition. 
There are also recreation rooms available 
for dances and dinners. 
Pension Plan -- Bigelow-Sanford has a non-
contributory pension plan which began three 
years ago. The plan adds to an employee's 
Social Security up to a combined maximum of 
one hundred dollars per month. 
Miscellaneous Services -- The company provides 
employee discounts on all Bigelow manufactured 
and purchased goods, parking space, veterans 
guidance, and such personal services as 
aiding in housing and transportation problems, 
educational facilities, welfare,. and the 
obtaining of naturalization papers. 
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4. Develop for the approval of the Vice-President for 
Personnel, wage and salary objectives, policies, 
and programs, and coordinate company-wide salary 
determinates, job evaluation, and merit rating 
activities. 
a. Advancement Policy -- Bigelow bas a standard 
policy to promote employees from within the 
ranks. Whenever vacancies occur, employees 
in the service of the company are given 
first consideration. As a result, a lar§B 
percentage of the present executives and 
supervisors have advanced6step by step through the organization. 
b. Job Performance Appraisals -- Bigelow has a 
system of periodic rating reviews, where 
applicable. Those who are progressing and 
increasing in value to the company lmow 
that their work will be recognized. 
(This, it should be noted, is only for 
11 supervisory and upn personnel.} Those who 
are not progressing are afforded an oppor-
tunity to discuss their ratings with their 
supervisors. In some cases, the rating is 
done solely by the immediate supervisor; 
in others, a board of two or three members 
does the rating. 
5. Develop a company-wide executive development 
program which wi 11 provide backs tops for key posi tiona 
within the company. 
Bigelow-Sanford has a development program which is 
made up of several component parts, all of which aim toward 
7 the fulfillment of the following three objectives: (1) to 
make present executives more effj.cient; (2) to get the 
younger group of executives ready to move up when the time 
comes; (3) to strengthen the middle-management groups whether 
or not its members ever rise to the top jobs. 
6Personal interview with Bigelow's personnel relations 
manager~ May 28, 1953. 
Company Programs of Executive Development Studies in 
Personnel Policies,~o. 1U7 (the National Industrial Conference 
Board, Inc., 1950}. 
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Briefly, the individual programs and the salient 
featur·es are as follows: 8 
a. 
b. 
c. 
8 Loc. cit. 
Manpower Inventories and Retirement Charts --
Bigelow bas a retirement chart which indicates 
which executives will require replacement 
when they retire and it also indicates the 
backstops for each management position in 
the company. Also, to evaluate more readily 
candidates for promotion, the company 
developed a ready reference personnel 
inventory book that reveals on a single , 
page such information about each member of 
management as: age, salary record, merit 
rating history, experience in and out of 
Bigelow, and so on. It also has a picture 
for identification purposes. 
Management Development Conference Series --
The purpose of this program was to broaden 
the thinking of the Conferees and to 
educate them to the problems of operating 
a business the size of Bigelow-Sanford. 
Each session devoted time to a particular 
topic such as, "The Objectives of the 
Business, 11 "The Individual 1 s Place in the 
Organization, 11 etc. Each conference was 
held under the leadership of an experienced 
conference leader. The President and his 
staff of Vice-Presidents participated in 
these conferences a long with other members 
of the management family. 
Executive Performance Analysis and Review --
The performance during the year-of each 
executive is rated by the executive himself 
and his supervisor based upon the description 
of the individual's job as outlined in the 
company's organization manual. Each 
executive's ratings are reviewed by a 
committee, and a final rating is established. 
These ratings are used to determine the 
executive compensation bonus, and also serve 
II 
I 
to show the supervisor the areas of improve-
ment in his performance. Further, the follow- 1 
up interview gives the indi vidua 1 and his 
supervisor an opportunity to discover any 
L 
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d. 
e. 
f. 
"gray" areas of overlapping areas of 
responsibility. 
Harvard Program and Other Training --
Certain members or-management are chosen 
to partie ipa te in a t:b.ree-month course at 
the Harvard School for Advanced Management. 
The basic purpose of the course is to 
broaden the perspective of the executive. 
In addition, the company strongly encourages 
its executives to break away from their 
desks and routine tasks and to attend 
management conferences, etc. 
sbaervisory Particiration Prggram --T s program calls or a council made up 
of superintendents, which corresponds to 
a senior board, and an assembly that 
includes overseers and supervisors, which 
may be likened to a junior board in each of 
the plants. This council and assembly 
study various company problems and recommend 
appropriate action which very frequently 
results in a new policy or the amendment of 
an imperfect policy. This not only results 
in the immediate advantage of improvement 
in the company's operation, but it is also 
training its members in the solution of 
management's problems so tm t they may 
later assume bigger jobs. 
Management Trainee Program -- This program 
consists of one year of intensive general 
training in all phases of company operation. 
The candidates are selected from the 
leading colleges and from company employees 
who have shown unusual promise. During the 
training period, which is divided between 
the two plants, the New York office, and 
retail stores, the trainees have periodic 
progress interviews to find out hew they 
are doing and to determine job preference. 
As soon as possible, each trainee assumes 
a specific position in the organization 
and becomes a member of the management team. 
I 
'I 29 
g. School of Craftmanship This program is 
designea-to qualifY young promising men 
from the ages of 19 to 29 far supervisory 
work. They are selected on the basis of 
the quality of their work and their scar'es 
in various objective tests. · The program 
covers a four-year period but all training 
is on their own time. Each group is started 
off with 2000 pounds of wool and the students 
process it through the many steps and 
operations until they have literally produced 
their own rugs. 
The Bigelow Institute of Industrial Management--
Only personnel of the management group--all 
divisions located in the plant--may apply 
for the Institute's program which continues 
for two years. The final applicants are 
selected on the basis of interviews and 
tests. The Institute covers such areas as 
Fundamentals of Business, Plant Organization 
and Operation, Personnel Administration, 
Community Relations, etc. The program for 
Amsterdam is held under the auspices of the 
New York State School of Industrial and 
Labor Relations of Cornell University. The 
program for Thompsonville is held under the 
auspices of the School of Business Administra-
tion of the University of connecticut. 
6. Develop sound rating policies and practices in 
connection with the administration of the 
executive incentive compensation plan. 
7. Develop a series of reports and controls affecting 
employment, training, employee services, and 
wage and salary. 
a. The regular plant production workers are 
given no scientific, mechanical, or aptitude 
tests when they are hired, or, for that 
matter, after they are hired. They are jr 
placed usually where they are needed and 
then given on-the-job training to adapt 
the worker to the job. The general feeling 
of the Personnel Manager on this is that 
tests might not serve the purpose at all. 
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For example, he pointed out t:b..at some workers 
who might be turned away because of low 
scores could actually do a gpod job in 
certain operations. "There are certain 
jobs in the plant that a moron could9do better than a more skilled person. 11 
The clerical workers are given mental and 
various clerical tests before they are hired. 
Management trainees are hired solely by 
multiple interviews. After they are hired 
they are given a complete set of tests 
ranging from an IQ to a personality test. 
b. All plant workers who leave Bigelow must 
report to the Personnel Of'fic e and fi 11 out 
a standard exit form before they can draw 
their final pay. 
8. Council with company executives on the training, 
placement, and development of employees. 
9. Keep abreast of developments and techniques in 
the personnel field used by other companies. 
10. Keep advised of legislation, both state and 
federal, which would affect areas in the 
administration of personnel functions. 
a. The government relations activity is limited 
to the extent of having one man assigned to 
keep up on all state and federal legislation 
which might affect or be pertinent to 
Bigelow's operations. The government 
relations man reports to the Personnel 
Manager, but any executive throughout the 
organization can call on him for reference 
and guidance or information pertaining to 
this activity. 
11. Make periodic reports on the status of personnel 
administrative activities except those which are 
within the area of Labor Relations, and evaluate 
accomplishments against established objectives. 
9Personal interview with Bigelow-Sanford's communica-
tion and community relations manager, May 28, 1953. 
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B. The Present Research Activities of the Personnel Department. 
There is no formal public rela ti. ons research being 
conducted at the present time. In respect to the employees 
below the supervisory level, there has never been any type of 
opinion poll or attitude survey conducted in either of the 
p l ants. The only effort made to anticipate trouble areas has 
been through the desire of management to create a close 
relationship between the worke:r and his immediate line 
foreman. 
There was an attitude and opinion survey conducted for 
a l l supervisory personnel in 1950 which sought to find out 
what the individual thought of his job, of management, of 
communication lines, etc. A questionnaire type survey was 
used and no attempt was made to identify respondent other 
than the fact that he had to list his age. 11 The point being 
that you might consider the answers of a man sixty years old 
in perhaps a stronger light than a man who just joined the 
10 
company as revealed by his age, say of twenty-four. 11 The 
major result from the survey was a definite strengthening 
of communicat:ilons. The majority of those questioned had 
indicated in one way or another that they were not satisfied 
with the lines of communication in either direction. 
There is a good amount of informal research being 
10Personal interview with the communications supervisor 
for Bigelow-Sanford's Thompsonville, Connec ti. cut, plant, 
June 23, 1953. 
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carried on in the Personnel Department in the nature of 
individual reference research. The Personnel Manager and 
his staff make a decided effort to keep informed of the 
latest tec~~iques, developments, and research being carried 
on in other companies. 
IV. THE COMM1JNICATIONS .AND COMMUNITY RELATIONS DEPARTMENT 
The basic Community Relations objectives of Bigelow-
Sanford are as follows: 11 
1. To be known as a ugood place to work. 11 
2. To be known as a "good citizen in the community. 11 
3. To be known for responsible, progressive management. 
4. To be known for quality products. 
5. To be known as the leader in the carpet industry. 
6. To be known as the leader in the community. 
A. The Conununications and Community Relations Departmenji. 
This department is under the direction of a Communica-
tions Manager who reports to the Vice-President in charge 
of Personnel. The functions of this department along with 
12 
pertinent remarks are as follows: 
1. Develop plant community public relations and 
internal communication objectives, policies, and 
programs for the approval of the Vice-President 
for Personnel. 
11 
.John Tharrett, "A Plan for Leadership in Plant 
Communities, 11 (unpublished report, The Bigelow-Sanford Carpet 
Company 1948) • 
12Personal correspondence from Bige1ow-Sanford's 
communications and comnunit~ relations manag~r~_ ~a! 19, 1953. 
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a. The Cornmunica ti ons Manager has drawn up a 
very complete program under the title, 
A Plan for Leaders_l::!:l_l?. in Plant Communities. 
'It clearly aef'inest1iegroup tba t the company 
wants to reach and their basic community 
relations objectives. It also clearly 
outlines the New York responsibility and the 
responsibility of the local plant in reaching 
these objectives. 
2. Edit and direct publication of the company newspaper. 
a. The company newspaper, The Bigelow Weaver, 
is published monthly in£rew York with one 
section devoted to the Amsterdam plant 
activities and one section to the Thompson-
ville plant activities. These are in 
addition to general topics relating to the 
company as a whole. Every department in 
each plant has a correspondent who passes 
on information to the respective plant 
editor, who is the Communications Supervisor. 
The two plant editors then confer in New 
York with the Communications Manager for 
final editing. 
b. It is also the responsibility of the plant 
Com.rnunica tions Supervisor to pass on to 
local editors Bigelow Weaver articles of 
interest and to keep "thought leader" mailin g 
lists up-to-date at all times. 
3. Plan and assist in carrying out communit y informa-
tion activities and special events, such as Open 
House, Mailings, 11 Influence Group" Programs, 
exhibits, and so forth. 
a. The company holds an Open House about every 
two or three years. There is no set policy 
as to freqU3ncy of these events. 
b. From time to time, this deparbnmt directs 
various types of mailings such as anniversary 
reports, annual reports, etc., directly to 
the thought leaders of the community, as well 
as to local groups and associations. 
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4. Recommend and assist in preparation of company 
newspaper and radio releases for plant community 
use. Make recommendations for improvement of 
plant community press relations. 
a. Part of the New York responsibili~ in this 
connection is to pass on to the local plant 
Communications Supervisor,for relay to the 
papers, stories that reflect credit on the 
Bigelow-Sanford organization • . The local 
plant responsibility consists of feeding a 
stream of plant stories to the papers and 
radio stations on local plant achievements, 
donations, promotions, and human interest 
stories; to invite local edit ora to foremen 
dinners and to keep them well informed of 
all company developments that affect future 
business growth of the comnmni ty. 
5. Plan and produce institutional advertising for 
plant community newspapers in accordance with 
established programs. (Communications Department 
works very closely with the Public Relations 
Department in such matters.) 
a. Bigelow-Sanford does very little 
institutional advertising. 
6. Assist the plant managers and other company 
officials in their participation in coml1'nlnity 
affairs. 
a. The President of the company expr eased the 11 
company's underlying philosophy in a 
speech he made before civic and business 
leaders of Thompsonville, Connecticut, in 
1948. He stated: 
11 It is our responsibility to be a 
good citizen of Thompsonville; to do 
our best to further Thompsonville interests; 
to take part in events of broad connnunity 
interest; to share in the support of local 
worthy causes; and to encourage Thompson-
ville's forward movement in economic, 
cultural and social endeavors. 11 
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7. Prepare material for inclusion in the management 
newsletter, and other communica tiona directed to 
members of the management group. 
a. A Management Newsletter is sent out from 
the office of the President about ten times 
a year to all supervisory personnel. It 
covers various topics such as advance in-
formation on quarterly sales, management 
changes, company policies, and so forth. 
b. In addition, a communication headed 
11 Management Information" is sent out to 
all members of Bigelow management when 
so-called nhot news" is involved. 
8. Coordinate the timing and scheduling of information 
to the management group and employees. 
9. Aid executives, as assigned, in preparation and 
presentation of talks to company management groups 
and various groups in the plant community. 
10. Assist various divisions, upon request, in 
preparation of media of employee information, 
including booklets, meetings, displays, and 
bulletin board informa t:l. on. 
a. The company has one basic employee handbook, 
Meet Your companl, which passes on background 
InfOrmation on the history of the company, 
policies, practices, and future outlook. 
Inaddit:l.on, various booklets, such as 
Brass Tacks, are put out which clearly 
inform the employees about the policies 
and benefits of the suggestion system, and 
on other items of interest to the employee 
such as the group insurance plan, etc. 
b. Each plant has an average of 60 bulletin 
boards placed in advantageous spots through-
out the factory. 
11. Assist in the determination and presentation of 
community donations. 
II 
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a. The company establishes a set amount for 
each plant's yearly donations. The local 
plant allocates this money according to 
the immediate need--fires, floods, etc.--
and on the basis of past performances. It 
helps to support little league baseball, 
veterans' organizations, town benefit 
affairs, and many other causes. 
12. Cooperate with plant management and c ornmuni ty 
interests in regard to activities on conditions 
in connection with the plant which migpt be 
considered community nuisances, such as smoke and 
stream pollution. Recommend suitable plant 
identification. 
13. Plan and assist in activities directed at 
community youth groups, including scholarships 
and related activities for plant community 
schools. 
14. Arrange for periodic opinion poll-taking in plant 
community. (See discussion under current research 
activities.) 
a. The basic objectives here are to determine 
the results of the Bigelow program, to 
keep informed of shifting tides of public 
opinion regarding Bigelow, and to help 
shape programs to meet local situations. 
b. The only community relations survey ever 
conducted by the company was in 194 6 in 
Amsterdam, New York. The basic idea behind 
the survey was to find out how Bigelow 
would rate in comparison with its local 
competitor, the Mohawk Ru g Company. The 
results in two important areas are as follows: 
{A) 11 Best Place to Work" 
Opinion Leaders Cross-Section Ex-Employees 
Bigelow 
Mohawk 
28.1% 
66.7</, 
34.8% 
69.2</, 
(B) ncompany Doing the Most f .or the Comnnmityn 
Cross-Section 
Bigelow 
Mohawk 
53.2% 
67.7% 
36% 
58% 
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c. As a result of this survey, Bigelow 
launched into a program aimed at reaching 
more effectively the opinion leaders and 
to a lesser extent the general public. 
The company felt that "the reason for the 
poor showing was entirely due to poor 
communications with these groups, particularly 
with the opinion leaders, and was not due 
to anything wrong internally •• 1~ They felt that their house was in order." .:> Part 
of the program included putting the opinion 
leaders on a mail list for annual reports, 
the company newspaper, etc. Bigelow felt 
that when these groups were informed as 
to the true picture, their opinions would 
change to a more favorable balance. 
d. There has never been a follow-up survey to 
determine the effectiveness of this program. 
Management assumes, however, that it has 
been, and is effective. 
B. The Present Public Relations Research Activities of the 
communications and Community Relations Department:----
There is no formal public relations research being 
conducted by Bigelow-Sanford in connection with any of the 
activities described above. 
The only type of research, at present, is the personal 
efforts of the Communications Manager to keep abreast of the 
latest developments and programs in the field and of other 
companies. 
It can be stated accurately that Bigelow does not know 
at the present time what the community thinks of Bigelow as 
na good place to work, n "as a good citizen, 11 and so on. It 
13Pers onal interview with Bigelow-Sanford's c ommunica-
tions and community relations manager, May 14, 1953. 
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has no yards tick to measure the effectiveness of its present 
community relations program or guide its future policy. 
V. THE LABOR RELATIONS DEPARTMENT 
A. The Basic Functions, Policies and Activities ~ the Labor 
Relations Department. 
The labor relations activities of Bigelow are under the 
direction of a Labor Relations Manager who reports to the 
· Vice-President in charge of Personnel. At the plant level, 
there is an Employee Relations Supervisor who also handles 
Labor Relations under the direction and guidance of the 
Labor Relations Manager. (It should be pointed out, however, 
that all plant supervisors report only to their Damediate 
supervisors. 
The policies and functions of this department have not 
yet been reduced to writing, but briefly, the major function 
of the Labor Relations Manager is, as stated by Mr. Mannina, 
11 to advise, counsel and assist in contract principles and 
labor 'situations.'" 
Actually, however, most of Mr. Mannina's time has been 
spent in "putting out fires and acting as a judge." 14 The 
reason for this can readily be seen when one looks at the 
record. From July, 1950, to September, 1951, there were 
14Personal interview with the Bigelow-Sapford labor 
relations manager, May 14, 1953. 
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thirteen stoppages at the Amsterdam plant. These ranged 
from full-blown strikes to department walk-outs. The actual 
figures were not available for the strike situation at the 
Thompsonville plant, but Mr. Mannina offered the opinion that 
the situation was as bad if not worse. In 1952, there was a 
loss of approximately 16 per cent of the normal manufacturing 
time because of strikes in the company's Amsterdam, New York, 
plant, and the Thompsonville, Connecticut, plant. For about 
four months of the year, one or the other of th9se two plants 
was closed by strikes. (It should be mentioned in a 11 fair-
ness that one of the major strikes at the Thompsonville plant 
was a jurisdictional dispute between the two labor or~niza­
tions--the AFL and the CIO.) 
In reference to the jurisdictional dispute mentioned 
above, a vote was taken in both plants and a majority of 
workers chose the CIO as its union. As a result, on April 17, 
1953, the company signed a contract with the CIO covering 
production employees at the Thompsonville plant and the 
Amsterdam pla~t which is to run until May 31, 1954. 15 
The new contract, in recognition of the very difficult 
split among employees at the Thompsonville plant, provides 
that all Thompsonville employees who are CIO members today 
will remain members during the life of the c on tract. All 
15Bigelow-Sanford Management Information letter, 
April 17, 1953. 
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newly hired employees are required to join the CIO thirty-one 
days from the date of employment. Present Thompsonville 
employees who are not CIO members will not be required to 
join, although they are free to do so. The Amsterdam plant, 
wbi ch bad a majority of CIO workers to begin with, continues 
the full union shop. 
Mr. Mannina claims he is working for more and more 
decentralization in his department so that much of the trouble 
now handled by the New York office can be adequately handled 
at the plant level. The first step in this direction has been 
an intensive training program for those supervisors responsi-
ble for labor relations activities at the local plants. He 
has also e liminated the fourth step in the grievance machinery. 
Formerly, a stated grievance went through the foreman, and,if 
satisfaction were not obtained, it went to the local plant 
superintendent of personnel, then to the Plant Manager; and 
fi nally up to the New York office of the Labor Relations 
Manager. Now it must be handled entirely at the local le.yel. 
Eventually, Mr. Mannina hopes that his position may be 
one of advising the local plant labor relations supervisor, 
directing training programs, and developing present and future 
policy which may result in more efficient and successful 
labor-management relations. 
41 
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B. Current Public Relations Research in the Labor Relations 
Department. 
There are no for mal public relations research 
activities now being conducted in regard to the labor relations 
program and activities. 
CHAPTER IV 
PREVIOUS AND CURRENT PUBLIC RELATIONS STUDIES, 
WRITINGS AND RELATED HUMAN RELATIONS RESEARCH 
IN BUSINESS AND INDUSTRY RELEVANT TO THE PUBLIC 
RELATIONS PROGRAM AND RESEARCH ACTIVITIES OF 
THE BIGELOW-SANFORD CARPET COMPANY 
CHAPTER IV 
PREVIOUS AND CURRENT PUBLIC RELATIONS STUDIES, \'VRITINGS 
AND RELATED HUMP~ RELATIONS RESEARCH IN BUSINESS 
AND INDUSTRY RELEVANT TO THE PUBLIC RElATIONS PROGRAM 
AND RESEARCH ACTIVITIES OF THE BIGELOW-SANFORD CARPET COMPANY 
It is becoming increasingly evident and recognized 
that a study of public relations research must also include 
the research being carried on in all the fields having a 
direct or indirect bearing on the successful understanding 
and functioning of all the highly complex areas necessarily 
involved in the profession of public relations. Mr. LeBart 
states: 
Public relations must coordinate the knowledge 
developed in all fields, especially in the social 
sciences ••• There, working towards the adve.ncement 
of mankind, public relations must assist in the 
integration of specialized knowledge and the applica-
tion of this knowledge to the development of £ew 
purposes for all forms of human organization. 
As one example of this, the purpose of this chapter 
is to report on some previous scientific surveys which 
helped to provide some very basic principles and standards 
in relation to human behavior and needs. On a long range 
basis, the eventual success of a good public relations 
1Frank T. LeBart, "A General Inquiry into the Nature 
of Public Relations," (unpublished Master's thesis, Boston 
University, School of Public Relations and Comrmmicatl.ons, 
Boston, Massachusetts, 1949) ,p.62. 
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research program may well depend on the full recognition of 
these needs and desires. It will become increasingly 
important to know more than a worker's attitude; it wi 11 
become necessary to determine "the why's and wherefore's of 
these attitudes as accurately and objectively as possible, 
with the realization that a more effective job of attitude 
change can be accomplished with this knowledge. 112 It is 
~lso intended that a study of research of this nature will 
provide an excellent source for evaluating Bigelow's total 
program in order to ascertain whether it knowingly or un-
knowingly is meeting these basic needs. Most of the studies 
presented herein were obtained from the Survey Research 
Center and its associate organization, The Research Center 
for Group Dynamics. Only those research projects directed 
toward the common goal of investigating determinants of 
organizational effectiveness and employee satisfaction are 
discussed as it is felt that they are important and signifi-
cant to the main theme and spirit of this thesis. 
In addition, several leaders in the public relations 
or research field were contacted to obtain the practical 
application of research effectiveness in business and industry 
by the men who we~e using it in their everyday work. Such 
information was obtained as: their opinions in direct relation 
2Bertrand Klass, "Attitudes," The Public Relations 
Journal, 7:14, November, 1951. 
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to the basic hypothesis of this thesis, previous and current 
uses of public relations research, and various materials and 
references in the form of direct personal communication or 
via references to their writings. 
Finally, additional pertinent items, studies, and 
connnents were taken from various journals, books, and pub-
lished and unpublished reports to aid further in establishing 
essential criteria for Chapter V. 
I. PERSONAL COMMENTS, WRITINGS, AND RESEARCH 
DATA OF SIX PROMINENT PUBLIC RELATIONS AND RESEARCH MEN 
Most men who are actually doing the research cannot 
supply the specific ammunition needed for a research paper 
of this type because of the relationship which exists between 
the researcher and the client. For example, Elmo Roper, 
commenting about the basic hypothesis of this thesis, stated: 
There is .ample evidence to bolster your contention, 
but unfortunately, as the person who does the research, 
we are not in a position to supply you with wba t must 
remain confidential informatl.on for our clients.3 
WJ.r. Roper stated further that the better practitioners of 
public relations do have specific illilstra tiona, and it was 
through his wholehearted response and reference that this 
first section was made possible. 
3Personal correspondence from Elmo Roper, April 27, 
1953. 
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A. Fred Palmer {Earl Newsom & Company) 
Mr. Palmer is a firm believer in the rewards to be 
gained through the use of well-planned research in public 
relations. "In my judg111ent there is no question but what 
any company can profit by research in public relations. 114 
He goes on to point out that not only will industry profit 
but it "is only through research based on organized knowledge 
that public relations can in any real sense become a pro-
fession." 
Mr. Palmer further points out that more and more 
leading corporations are conducting at.titude research studies 
as a very necessary foundation for their public relations 
activities. As a few examples: 5 
The American Locomotive Company made a very carefUl 
study of its stockholders' opinions which proved to 
be extremely valuable in developing effective and 
succelJsful company policies with respect to that 
important public. 
The Standard Oil Company of New Jersey made one of 
the most complete employee attitude surveys ever 
conducted. It was not only the most complete but 
time and review has shown it to be one of the most 
valuable investigations of its kind. Not an indirect 
result of this is the fact that the Standard Oil Company 
of New Jersey has not had a strike in years and is 
considered one of the leaders in maintaining excellent 
relations with all its employees. (Elmo Roper does 
continuing studies of public attitudes for this company 
which are constantly referred to by the Earl Newsom 
Company in making recommends ti ons regarding company 
policy.) 
4Personal correspondence from Fred Palmer, May 13,1953. 
5Fred Palmer 11 0pinion Research as An Aid to Public 
Relations Practice, d (unpublished report read before the Inter- . 
national Conference on Public Opinion Resear ch , Eagles Mer e , 
Penn sylvania, September 13, 194B). 
I 
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The Ford Motor Company has made extremely effective 
use of employee opinion studies. A great many of Ford's 
company policies today have directly or indirectly risen 
from these studies. 
On an over-all basis, Mr. Palmer believes that "the 
most important function of public attitude s'I..Irveys is to 
determine at the outset what the problems of a corporation 
may be. u6 He states further that very of ten management is a 
poor judge. It is much too close to the situation to judge 
it accurately. He believes that :it is a common failing for 
people to believe that 11 all the best people" think well of 
them--without stopping to realize that 11 all the best people 11 
really means the people who think well of them. 
One example of this existed in an actual case 7 where 
a large northern corporation was having difficulties in a 
large southern city, and management could not seem to get to 
the bottom of the trouble. An opinion survey of tile area 
pointed out the basic underlying cause of trouble. To the 
local people, it appeared that the heads of the corporation 
were coming there periodically as absentee managers to let off 
steam and enjoy themselves. The heads of the corporation 
wryly admitted they were doing exactly that. Thereafter, it 
was much easier to deal with the problem realistically and to 
eliminate many of the sources of friction. 
6Personal correspondence from Fred Palmer, May 13, 1953. 
7 Loc. ,ill_. 
48 
II 
In his letter, Mr. PalmErr" noted another brief example 
of a different nature, but revealing how easy it is for 
management to believe that outsiders know most of the things 
insiders know. This is shown in a survey conducted by 
General Electric. GE disclosed that in communities where it 
had no extensive community relations program, seventy-five 
per cent of its neighbors did not know it had a pension plan, 
although GE was fir st in the field in 1912. The survey 
further showed that eighty-two per cent did not know that 
General Electric contributed to community institutions, 
although it had actively supported many of ihem far years. 
The second major contribution of attitude studies, 
Mr. Palmer states, is in the field of evaluating the effects 
of programs and activities. 
It is too easy to assume that what we do is noticed, 
effective and admired •••• it is all too eas..y to equate 
dis tri but ion of rna terial with public attention.--over-
looking the vast capacity of people to ignore infor!lll tion 
that is presented to them if they are not in teres ted. 8 
Mr. Palmer concluded his letter of May 14, 1953, by 
listing five specific points which point up his very logt cal 
reasons why a company whould engage in public relations 
research. They are as follows: 
1. Public relations is the business, profession, or 
function of dealing with a force called public 
opinion. 
8 
~· cit. 
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2. No engineer, businessman, manu~acturer, or otherwise 
sensible individual would launch into a pr cgram to 
deal with a force until he had carefully measured 
its strength and direction. 
3. How to deal with public opinion is a difficult enough 
problem a~ter you have measured the farce. There is 
no point in making it more cornplica ted by failing in 
the ~irst place to find out what you are up against. 
4. It is wasteful and ine~~icient to take action in an·y 
business or industrial field in anticipation of 
certain results i~ you never check up a~terwards to 
find out whether you came anywhere near accomplishing 
your job. 
5. A great deal o~ public relations must be intuitive 
and instinctive because o~ the present state o~ our 
knowledge. That is all the more reason to do every-
thing we can at the outset to get some accurate 
image o~ our problem, even though it ends up looking 
more like a radar image than a clearly drawn blue-
print. 
B. Merrick Jackson (Vice President o~ Hill & Knowlton, Inc.) 
Hill & Knowlton is the Public Relations Counsel ~or 
the American Iron and Steel Institute, and, as such, it 
conducted public relations audits for ten member companies. 
A compilation of the general ~indings ~or the ten member 
companies provided the following conclusion; 
No company, large or small, has a choice as to 
whether it should engage in public relations or not. 
The relationship, g ood or bad, exists. The only 
choice a company has is whether its public relations 
and employee relations should be well planned or 
neglected, well executed or slip-shod, pro~itablS or 
damaging to the name and stature of the company. 
9 Personal correspondence ~rom Merrick Jackson, May 12, 
1953. 
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If we recognize that this conclusion is basically true, 
it certainly follows that if a company is to have "well- · 
planned, well-executed" public relati ons, a company must 
have some means to demonstrate or point the way toward those 
areas where their efforts can be employed to the best a dvan-
tage. It must also have some method for evaluating its public 
relations program. Through public relations research, such as 
opinion polls, and attitude surveys, management not only 
obtains an evaluation of its efforts, but it also has a gui de 
for prescribing a definite and precise course of action. 
Mr . Jackson pointed out further in his letter that 
the pub l ic r e lations audits shONed that any company which 
wants to keep its competitive edge sets such goals as these: 
1. To be known as a good place to work. 
2. To be regarded as a fair employer, having an 
enlightened attitude toward all its employees 
at all levels. 
3. To be known as a permanent and stable source of 
employment and income to its employees and plant 
communi ties. 11 
4. To have a genuine interest in t he economic security II 
of its employees. 
5. To gain public regard for its efforts in civic 
leadership and its acceptance of the responsi blli ties 
of industrial citizenship. 
6. To be in the forefront of industrial safety. 
7. To have its employees and their families and the 
community fully informed about its business affairs 
and personnel policies. 
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8. To be a leader in its particular field (1) as to 
modern plant, and (2) as to quality, delivery, 
and cost of product. 
9. To be a good ex:ample of the competitive enterprise 
system and thus to contribute to the all-important 
preservation of that system. 
The public relations audits enabled Hill & Knowlton to 
demonstrate to the ten member companies where their public 
relations efforts could be employed to the best advantage in 
seeking attainment of the above Objectives. 
c. Pendleton Dudley (Dudley, Anderson, and Yutzy) 
Pendleton Dudley sought to answer the writer's inquiry 
by relating what his firm did when it became the public 
relations council for the country's cotton mills about six 
years ago. He pointed out that it would be extremely advan-
tageous for any company to undertake similar public relations 
research even if on a smaller scale ar within the company's 
own public relations department. 
Mr. Dudley states, "that our first move was to inform 
ourselves as to the nature of our job; in a word, to learn 
what the state of public opinion was in respect to the mills 
and mill management.nlO He further points out that 1hey 
quickly discovered that they were not dealing with a single 
public but with several publics such as mill connnunities, 
educators, stockholders, newspaper and magazine editors, etc. 
10 Personal correspondence from Pendleton Dudley, 
May 6, 1953. 
I 
I 
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The firm used two methods far collecting the data. 
One was to epgage a well-known opinion polling or ganiza ti on 
to make an intensive study on a natiom.rdde basis to cover all 
the "publics." Secondly, they did some opinion polling on 
their own account using some people in their field organiza-
tion. 
The end result of the findings o.f these efforts was 
that the nature and scope of the problem were clear. They 
could intelligently and logically set up a public rel.a.tions 
program which would meet the ~ediate and future needs of 
the cotton mills. 
Mr. Dudley finally points out: 
A campaign of public relations effort is a continuous 
effort since the maintenance of good public relations 
by any large corporate enterprise £1 industry is an 
insistent day-after-day procedure. 
The point is brou~?Pt out again that one of the greatest 
uses of public relations research by any company is in 
pointing up the problemareas so that sound public relations 
practices may be established. Following fuis, in its proper 
order, is the public relations research function for deter-
mining the effectiveness of the program. 
D. LeBaron R. Foster (Vice President, The Opinion Research 
Corporation 
11 It is encouraging to note, n Foster states, 11 that 
11 Loc. cit. 
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there is a strong trend toward evaluation and a good deal of 
material is becoming available on public relations research. nl2 
As a very definite contribution to this thesis, Mr . 
Foster sent along a document which is a study of forty-eight 
13 
companies on cormnunity relations which relates the community 
reputations of those compani es to the activities fuey carry 
on. (The material is confidential, not for publication, but 
permission was granted for use in this thesis.) The procedure 
for the survey is as follows: 14 
Six cities were chosen for the study and they 
averaged 145,000 in population and represented a wide 
variety of industrial conditions--big and little 
employers, various types of industry and so on. A 
detailed analysis was made of the public and industrial 
relations practice of each employer. Eight companies 
were studied in each city, forty-eight in all. A 
survey was then made among the townspeople in each 
city to determine which company is rated the best 
place to work, which does the most for the community 
and other searching questions along these lines. 
Onl y the adult population was interviewed and the total 
of 500 interviews were made in each city, 3,000 in 
all. 
As evidence that the community looks upon the company 
as a social as well as an economic unit, seventy per cent of 
the people questioned stated that they, felt companies sho ul d 
go beyond just furnishing good wages and jobs and help the 
cmamunity in other ways. As to whether a company fulfills its 
12Personal correspondence from LeBaron Foster, May 1, 
1953. 1311 How to Get Along in the Plant Comnru.ni ty, 11 a report 
of the Public Opinion Index for Industry, (Opinion Research 
Corporation, Princeton, New Jersey, 1946}. 
14Ibid., p. 2. 
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obligation to its workers by just furnishing jobs and good 
wages, seventy-five per cent stated they thought the company 
should go beyond this and helP. the workers in other ways. 
The s igni fi cance here is that it is a bs olu tely true 
that good community relations begin at home, and the place to 
start improving community standing is to improve relations 
with employees, give them information about the company. 
Where does labor trouble fit in to community r .ela tions? 
Among the twelve companies (two in each city) ranked highest 
by the public as the nbest place to work, 11 not one has had 
a strike or labor difficulty in the past ten years. 
Among the twelve ranked lowest as the 11 best place to 
work," six have had strikes in the past ten years, five have 
been strike bound the past twelve months. 
The significance of this clearly shows that labor 
strife poisons the wells of the public's goodwill regardless 
of the cause or the reasonableness of a company's stand. 
On the basis of the total study, the following basic 
formula for good community relations is presented: 15 
1. Live Right--Contribute fairly to charities; treat 
employees fairly and humanly; recognize the basic 
need for security, opportunity, recognition, etc.; 
pay good wages; provide employee benefits. 
2. ~ Employees About It--Keep information channels 
to employees open; tell employees what the company 
is doing; acquaint employees IVV i th company problems. 
15Ibid p. 6. _, 
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3. Tell The Community About The Company- - Show people what 
the company contributes socially and economically to 
the community; inform townspeople of company plans 
and efforts to solve its problems. 
E. Verne Burnett 
Verne Burnett is a firm believer in the value of 
public relations research and certainl y bears out that any 
company can profit by it. 
Research in the field of opinions furnishes one of 
the chief tools of public relations. Skillfully applied, 
it takes much of the guess work out of defining h'l.lilBn 
attitudes, misinformation, and knowledge ar lack of it. 
Opinion research often helps to fipd the heart of a 
problem and clues to its solution.l6 
Mr. Burnett states further in his book, - Solving Public 
Relations: 
No head of an organization can really know the 
attitudes and feelings of a large number of other 
individuals without intelligent diagnosis. This 
applies to employees, customers, suppliel~' govern-
mental contacts, and the general public. 
A good example of the wide use to which public relations 
research may be put to use is contained in the present study 
now being conducted by Burnett. It concerns a large shipping 
department which seemingly was having all types of trouble. 
Mistakes were being made quite frequently; productivity was 
very low; and morale was poor. 
Mr. Burnett conducted an employee attitude study which 
revealed the main sources of trouble; weak supervision, poor 
16 Verne Burnett, Solving Public Relations Problems 
~ew York: B.D. Forbes & Sons Publishing Co., Inc., 1952), p.73. 
17Loc. cit. 
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lines of communication, and low wages. The follcw-up program 
has already resulted in a twenty-five per cent increase in 
productivity, mistakes have been reduced to almost zero, and 
morale is gradually rising . 
The main techniques used in this shipping department 
problem were to use research to find out what was the 
trouble; make correction; explain the problem to tre 
employees themselves; and get them to participate in 
planning and carrying out the solution.l8 
Another interesting example involves a public utility 
company in the East which .had the problem of very low morale.l9 
An opinion research survey showed morale to be even lower fuan 
the new genera 1 manager had suspected. The survey also 
indicated why morale was so low. 
The previous management had cared little about the 
many misunderstandings and problems about him and had given 
the employees no information. So while there was little 
complaint about wages and salaries, there was widespread ill 
feeling against the former management which carried over in 
the form of well-developed attitudes about the company and 
management in general. This ill feeling also affected the 
attitudes of the community and customers. 
Armed with these facts, the general manager and his 
. public relations staff developed a program which emphasized 
11 the new broom" in a 11 its human relationships. Many of the 
l8personal correspondence from Verne Burnett, May 6, 
1953. 
19Burnett, ££• cit., p. 90. 
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internal abuses were cleared up and strong communications 
lines were developed. The story of the reform and improve-
ments was told repeatedly to the public and to the employees. 
After twelve months, ~ study among the employees and 
the community showed vast gains in the morale and general 
good ~eeling toward the company. The importance of public 
relations research in this case is quite evident. 
Still another important example of effective public 
relations research involves a large industrial company which 
had a walkout for the first time in its bistory.20 
Several weeks after the strike, the president of the 
company accepted his public relations council's advise of a 
complete opinion audit and agreed to take action to correct 
the most important things found wrong. He very wisely realized , 
that he could not possibly know the personal attitudes of 
hundreds of different .individuals unless they were revealed 
through some source such as a survey conducted with anonymity. 
The first step undertaken, after the survey had been 
completed and interpreted, was to clear up some of the most 
serious abuses. The president wrote letters to the employees' 
homes explaining the results of the survey and telling them 
which suggestions could be acted upon immediately and which 
would take a longer time. 
The word soon spread around about the new improvements 
20 Burnett, ££• cit., p. 92. 
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being made, and the effect of the new program was noticeable 
to the employees and the community. One of the first construc-
tive signs of the effectiveness of the program was in the 
greatly increased number of applications for employment. 
Previous to this, the company had had difficulty in obtaining 
new employees. 
The change also showed up in other ways: improved 
production, employee morale, and in many other ways which 
might be called "beyond the call of duty. 11 
It should be noted that the major changes were made 
one at a time so that they could be properly instituted and 
thoroughly understood. As industrial experts point out, 
too many changes in a short period of time can lead to con-
fusion. 
Mr. Burnett concludes his overall thinking on the 
matter of public relations research with the remark: 
Opinion research should be used as part of a 
sturdy foundation for a public relations project, 
but not a~ a substitute for perception and judgment. 1 . 
F. Edward Bernay 
Edward Bernay points out that attitude and opinion 
surveys are an enormously useful implement when honestly, 
efficiently, and intelligently gathered and understood.22 
21 Personal correspondence from Verne Burnett, May 
1953. 
22Personal correspondence from Edward Bernay, May 
1953. 
26, 
7, 
!I I 
59 
It should be noted here that Mr. Bernay has brought 
out a very important point. A survey or poll, as such, 
should not be considered the final answer to a company's 
problems. As a matter of fact, it is only the beginning. 
The true value of surveys lies in accuracy, interpretation 
and then guided, well-planned action. 
Another important point brought out by Mr. Bernay 
stresses the need for continuing research to measure the 
progress being made and to suggest adjustments or new pro-
grams to be undertaken. Attitudes are changed very quickly 
by planned action or unplanned action, even though develop-
mental change is usually slow. Management leader-s who put 
their faith on the perma.nency of attitudes as revealed by 
surveys are often misled. 23 
II. PREVIOUS STUDIES UNDERLYING BASIC 
PRINCIPLES OF HUMP.N BEHAVIOR IN BUSINESS AND INDUSTRY 
It would be well to point out again that research in 
public relations must involve more than just opinion polls 
and attitude surveys--although few in public relations today 
would question their importance. It must involve a keen 
awareness of the gradually increasing set of standards and 
principles being developed in the field of human relations. 
23Loc. cit. 
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For practical purposes, this awareness must evolve from 
personal research into the findings of the social scientist 
and through closer relationships with individuals and groups 
conducting the research. 
A great many public relations men are qui~k to note 
that they see the "Index for Industry" survey made by Opinion 
Research Corporation; that they watch the Psychological 
Corporation's Link Audit very carefully; tbat they follow the 
work of the National Opinion Research Center and the Public 
Opinion Quarterly. But very few, indeed, claim to have 
studied the many significant reports fleming forth from such 
organizations as, for example, the Research Center for Group 
Dynamics or the Division of Research at Boston University's 
School of Public Relations and Communications. There are 
many other leading organizations conducting similar research. 
Bertrand Klass states: 
The failure of our social scientists in passing 
theoretical and research results along to those who 
are in a position to apply such knowledge is becoming 
more evident . each day. B~4h scientist and practitioner 
are aware of the problem. 
It logically follows that the practitioner must 
actively seek out this information and keep increasingly 
aware of its important role. vVhen the scientific researcher 
and the practitioner realize more fully the importance of 
24Bertrand Klass, uAttitudes," The Public Relations 
Journal, 7:4, November, 1951. 
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one to the other, then the problems of communicating with 
each other can be worked out to the better understanding and 
fulfillment of their mutual goals. 
In the last analysis on the highest level, this team-
work can proceed a long way toward answering the two basic 
questions: 25 
1. How can man come to terms with nature? 
2. How can man come to terms with man? 
Finally, Klass points out that we are very complex 
human beings living in a very complex society. Each individu-
al has a unique set of experiences, a unique hierarchy of 
needs, and a unique way of looking at things. 26 To predict 
accurately the full meaning of opinion and attitude studies, 
the public relations researcher must be aware of individual 
needs, goals, and experiences; and he must be aware as to how 
these individual needs, goals, and experiences interrelate 
with group behavior. 
To state that this is a long and difficult road is 
true. To state that it is an impossible attainment is to 
disregard all that has been accomplished in the few short 
years since man has directed his attention toward the proper 
study of mankind. 
Some of those research projects which were directed 
25 Stuart Chase, The Proper Study of Mankind (New York: 
Harper & Brothers, 1945;;-p. 306. 
2~lass, ££• cit., p. 7. 
62 
l. 
., 
II 
toward the common goal of investigating determinants of 
organizational effectiveness and employees' satisfactions 
shall be discussed briefly in the following paragraphs of 
this chapter, in the light of their importance and signi-
ficance to this study. 
A. Morale and Motivation 
Dr. Katz27 in his study, "Morale and Motivation in 
Industry, 11 has attempted to measure and evaluate the inter-
connection between various motivating forces and group 
morale in industry. In so doing, he has arrived at the 
following important conclusions: 
Confronted with problems of human adjustment and 
human motivation, management has to concern itself with the 
human equation in spite of the paper excellence of organiza-
tional charts. 
Employees lack an adequate notion of the company's 
goals and profits as seen by management. The basic cause of 
this may be that the segment of the job perfonned by tre 
worker gives him little opportunity to become identified 
with the goal of the company or to learn about its profit 
or loss sheet. 
Administrators and executives have found that there 
is s. point beyond which institutionalization and "scientific 
27Daniel Katz, nMorale and Motivation in Industry,n 
(Unpublished research study by the Institute for Social 
Research, University of Michigan). 
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engineering11 yield diminishing returns. This has brou@:lt 
about a movement toward decentralization because a large 
nu.rnber of industrial companies have found that excessive 
specialization on a tremendous scale is more effileient on 
paper than in practice. 
In general, people doing the interesting types of 
work requiring greater skill are much happier in their jobs. 
There is a definite relationship between job satisfaction and 
occupational status. 
The general philosophy of management that emphasizes 
the i.rnportance of external rewards is not c arrobara ted. 
Workers like jobs tba t give them a chance to display their 
skill and to show their w arth, and they place considerable 
value upon being a member of a congenial w ark group. They 
are very favorably affected by a supervisor or a boss who 
treats them as human beings; they are motivated to work for 
a company where there is c onf'i dence in the fairness of treat-
ment by top management. 
Morale is not a unitary concept but ccnsists of a 
number of dimensions of which the most important seem to be: 
(1) intrinsic job satisfaction; (2) pride in work group; 
(3) satisfactions with wage and with promotiona l opportunities; 
and {4) identification with the company. (Of these four, 
only pride in work group is significantly related to pro-
ductivity. ) 
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Intrinsic job satisfaction meets th.e fairly basic 
need that most people have for self-expression. Identifica-
tion with the work group appears to be related to the social-
psychological needs of the individual to belong· and be part 
of a larger social universe. Status and wage satisfaction 
are in good part a function of the cultural norms and the 
expectations they engender. 
The centralizing and pulling upward of a 11 decision-
making chokes off the contributions of group members and 
negates morale and motivation. 
B. Supervision, Morale, ~ Productivi~£ 
The purpose of the study by Dr. Nathan Maccoby28 was 
to discover what supervisory behavior and attitudes and 
employee attitudes differentiate work groups differing in 
productivity. Dr. Maccoby sought to study two situations 
differing widely in institutional characteristics likely to 
be sources of variation, and to compare tile results in these 
two situations. 
It is interesting to compare the results of this 
study with the conclusions of the study above • . For example, 
the identification with the company seemingly has no relation-
ship to high or low productivity, whereas plant identifi cation 
28Nathan Maccoby, "The Relationship of Supervisory 
Behavior and Attt.tudes to Groufi Productivity in Two Widely 
Different Industrial Settings, (Unpublished research study 
by the Institute for Social Research, University of Michig1n). 
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seems to be a very definite factor on the positive side of 
morale satisfaction. 
The results of Dr. Maccoby 1 s study in relation to 
morale dimensions and productivity are as follows.: 
1. Pride in work group appears to be an emotional 
attitude toward the accomplishment of the group 
which is correlated with group productivity. 
2. Attitudes indicative of identification with the 
company were no stronger for the high than the 
low producing groups. 
3. There was no difference between employees in high 
or low producing sections on any of the. i terns 
dealing with the worker's satisfaction with his 
present or expected pay or his satisfaction with 
his present or expected job status in the company. 
4. There was no significant relationship found 
between intrinsic job satisfaction and section 
productivity. 
Some conclusions established on the relationship of 
supervisor to group productivity were as follows: 
1. Supervisors who emphasized employee matters rather 
than production matters achieve higher productivity 
records. Those who emphasize production are in tre 
low producing groups. 
2. Supervisors who spend more of their time in super-
vision and less in straight production work were in 
the high producing section. 
3. Supervisors who ~re the most effective in terms of 
obtaining results do a better job of planning and 
pay more attention to their men and problems. The 
less effective supervisor perceives himself to be 
as much another worker as he does a supervisor. 
4. Supervisors of high producing sections exercised 
more general, less detailed supervision over the 
employees, whereas low producing supervisors gave 
evidence of close supervision. 
I 
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5. The effective leader is able to remove himself 
occasionally from the actual operation performed 
by his employees and spend his time planning 
ahead, directing the work of his employees, and 
so on. 
c. The Importance of Human Relations Research 
In a society of free men, free to choose their own 
jobs in an economy which chronically may have more 
jobs than people to fi 11 them, what kinds of supervisory 
practices and what kinds of management policies do 
the best job of getting out production and satisfyi 1~ 
employee needs?29 
This is the answer bei:rg sought at the Institute of 
Social Research in Michigan. They are looking far the 
answer through researchl As Dr. Kahn states, 11 We must be 
guided by measurement, by quantitative measurement of the 
things wh ich determine the level of productivity and worker 
satisfaction.n30 
In Dr. Kahn's report, "The Importance of Human 
Relations Research for Industrial Productivity, 11 he reviews 
many of the significant studies already conducted at the 
Institute of Social Research, some of which are discussed 
individually in this chapter. Of importance to this 
particular section is the summary of a few basic principles 
which, if followed by today' s administrators, would contribute 
not only to productivity but to the satisfaction of employees' 
needs. These principles are as follows: 31 
29Robert Kahn, 11 The Importance of Human Relations Re-
search for Industrial Productivity," (Unpublished research 
study by the Institute for Social Research, University of 
Michigan6· p.2 ff. 
3 Loc. cit. 
31--Ibi_d., p. 11. 
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1. The administrators or executives should help 
first-level supervisors assume a genuine 
leadership role. It must contribute to tl~ 
ability of the first-level supervisor to perform 
such a role. 
2. The administrator should delegate authority and 
move decision-making further down the line. · 
3. The administrator should communicate a genuine 
interest in the employee and not reinforce his 
feeling that he is just a cog in a machine. 
4. The administrator should strengthen the ties in 
the primary work group, the personal relationships 
among the men working together. 
D. The Attitude-Survey Approach to Labor-Management Relations 
Dr. Katz32 ~s outlined an extremely ambitious program 
of survey procedures which would certainly en tail the use of' 
highly skilled and highly trained interviewers. But, he 
points out, · nif attitude surveys are to make a contribution 
to labor-management relations, they must move in new 
directions • 1133 
Because the new direction Dr. Katz ref'ers to touches 
on many of the basic weaknesses of present surveys, they are 
briefly outlined below. The first set has to do with the 
I . 
rank and file employees and lists three new objectives or 
areas that should be covered. 
1. The first area has to do with perceptions and 
attitudes of workers toward the two structures in 
which the workers have dual membership, the company 
and the union. · 
32Daniel Katz, "The Attitude-Survey Approach to Labor-
Management Relations, 11 (Unpublished research study by the 
Institute for Social Research, University of Michigan), p. 1 f':f. 
33!!2.£. ill· 
68 
2. The second area is to explore the worker's reactions 
toward the representatives of management with whom 
he comes into contact, specifically the foreman 
under whom he works. 
3. The third area is the specific content of labor-
management negotiation and conflict, both past and 
present. 
In addition to broadening the objectives of studies of 
workers' attitudes, there are other surveys which need to be 
made to take account of other parts of the picture. The four 
additional surveys are as follmvs: 
1. Study management at three or more levels: foremen; 
. the rest of the management in the local plant; 
and the management structure beyond the local 
plant--the larger enterprise of which the plant 
is a part. 
2. Surveys of the union at all levels. 
3. Surveys of a number of different types of companies 
and unions within the industry. 
4. Finally, there should be surveys specifically 
oriented to get the facts of union-management con-
ferences from the minor meetings about grievances 
through the major negotiations around the bargaining 
table. 
The second part of Dr. Katz's research paper included 
the results of a survey made in an automobile plant. The 
main emphasis was put on three surveys: (1) a cross section 
of the rank and file workers in the production department; 
and (3) the union stewards. 
Some of the results are listed as follows: 
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1. The great majority of workers see no fundamental 
conflict between the aims of the company and the 
aims of the union. 
2. They feel that the things the union wants most 
are fair wages, good working con eli tions, and 
fair play. 
3. An over-all code based upon the whole interview 
with the worker showed some fifty-eight per cent of 
the men as likely to take the union's side and 
about thirty per cent as making an independent 
decision based upon who was right. 
4. While foremen think that the company is concerned 
with union welfare, a sizable minority (thirty-five 
per cent) hold that the union is not concerned 
about the welfare of the company. 
5. Sixty-one per cent 'Of the f aremen see management 
as completely or primarily right and the union 
wrong. 
6. Both foremen and stewards are much more pessimistic 
about future r ela t:.t ons than the workers. 
7. The conflict phases of union-management re la t:.t ons 
appear more sharply defined in the attitudes of 
the leadership groups than in the attitudes of the 
rank and file. · 
8. In departments where foremen and men report that 
their foremen consult them about decisions in the 
shop, there are more favorable attitudes toward 
the company. than in departments where foremen do 
not follow such participation practices. 
9. In departments where the power relationru1ips have 
not been decided between the foremen and ihe 
steward, the men show greater perception of conflict 
between management and union. 
It appears from these and similar studies that part 
of ''labor-management relationship can be understood at the 
local level of the plant itself. " 34 Vv'hat the local union 
34Loc. cit. 
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leaders do and what the local representatives of management 
do have a definite effect upon the attitudes of workers. 
E. Attitude and Behavior Changes 
Some important observations by Floyd Mann35 resulted 
from his Detroit Edison study, which are rather consistent 
with a number of psychological and sociological principles 
in reference to attitude and behavior changes. 
Four of the basic observations were as follows: 
1. A high degree of personal involvement is important 
to the changing of attitudes and behavior. 
2. Attitude and behavior changes can best be made 
through line, not staff personnel. 
3. Self-analysis is more likely to be followed by 
attitude and behavior changes if the analysis is 
made by an outsider. 
4. Group discussions and decisions on next steps are 
important in facilitating attitude and behavior 
changes. 
a. Through gr>oup discussions the findings can be 
examined in a broader perspective because the 
group can bring to the findings experience 
more rich and more varied than that of any one 
individual. 
b. Through gr>oup discussions, some of the less 
frequently recognized and often implicit 
group goals and group standards become 
apparent. 
c. Group decisions concerning the next steps put 
powerful pressures in the form of reciprocal 
expectations on each member to carry out the 
decisions agreed to by the group. 
35Floyd Mann, "Human Relations Through a Company-Wide 
Study," (Unpublished research study by the Institute for 
Socia 1 Research, University of Michigan). 
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d. Group discussions also help supervisors to 
learn what is expected of them by the group 
concerning their relationship with subordinates, 
associates, and their own chief. 
F. .tm Experimental Study !.£ Changing Attitudes 
This study by Jor~ Gyr and Alvin Zander36 is interesting 
in that it gives a very good example of public relations 
research and follow-through. It points out how attitude 
surveys can discover a problem area and how an effective pro-
gram might solve the problem. 
This particular study was brougpt about as the direct 
result of attitude surveys conducted by the Bell Telephone 
Company in 1948 and by the American Telephone & Telegraph 
Company in 1950. In both these surveys, a large proportion 
of plant employees stated that they were uneasy about their · 
chances f .or fu tur·e advancement and the fairness of management 
in this respect. They also felt that their boss did not do 
a good job in letting them know how well they were doing on 
the job. 
For example, when plant department workers were asked, 
"How does . one get ahead around here?, u forty-one per cent of 
them .replied that "pull and other things like being a 
favorite of the boss 11 were important. vVhen asked, "How 
satisfied are you w1 th the extent to which you are informed 
36John Gyr ,and Alvin Zander, "An Experimental Study in 
Changing the Attitudes of Employees on the Issue of Worker 
Evaluation" (Plant Appraisal Study for the Michigan Bell 
Telephone Company, 1951). 
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of how well you are doing?," sixty-two per cent checked in 
the range from "not satisfied at all" to uonly fairly 
sa tis fie d." 
These results were surprising since the company had 
· an appraisal plan in use for a number of years. 
The methods used in this study were designed to give 
the workers assurance about the evaluation procedures. It 
was felt that if you could reduce the anxiety around the 
problem of worker evaluation, you would have an increase in 
positive attitudes. 1. 
It was recognized that the anxieties present arose 
because of (1) fear of favoritism, (2} uncertainty as to 
what the company thinks are the characteristics of a man 
worth promoting, and (3) uncertainty concerning the operation 
used in making evaluations, and (4) lack of definite knowledge 
of nhow I s tand11 in the judgment of the boss. 
Three exp erimental conditions were used to test the 
effectiveness of different methods for relieving the above 
anxieties and give the men assurance that the appraisal plan 
was a good tool and used fairly. 
Twelve crews were assigned to each of the following 
treatments: (forty-eight crews of about 760 men were used in 
the study. The forty-eight crews were sorted into four 
groups of 12 each.) 
=--'==-- -- - -
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1. Group decision--The crew discussed the rating 
methods, made suggestions, and so on. 
2. Information--The foreman simply told his crew 
how he makes his ratings and measures he uses. 
3. Monthly feedback--The foreman held no meeting 
with his men. Instead hi~ ratings were reported 
to the men in individual interviews once a month. 
4. Control--No change was made in the usual practice 
of making appraisal ratings every six months and 
in reporting these to the men at that time. 
The measurements made included an attitune question-
naire, a post-meeting questionnaire and a foremen's question-
naire. The results warrant the following conclusions in 
relation to this study;_ 
1. Unfavorable attitudes are a result of anxiety and 
uncertainty about how promotions are determined 
and methods used in order that the appraisals are 
as fair as possible. 
2. Providing assurance for the workers by means of 
experimental conditions did create more favorable 
attitudes. 
3. The group decision treatment is generally more 
effective in changing attitudes, (although no more 
effective if conducted poorly). 
4. Many situational factors external to the appraisal 
plan itself are important in determining the 
attitudes toward the evaluation methods, to wit: 
how the foreman is perceived by the men as ~ person, 
and how the company is perceived by the men. 
5. The experiment indicates that upward directed 
group decisions have effects on the group's attitudes 
and are worth further exploration. 
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G. Four Basic Interlocking Social Systems of' the Industrial 
Employee 
The members of an industrial plant are part, not of' 
one, but of several interlocking social systems. 
Each system may have its own pattern of rewards and 
punishments which are not the equivalent of the system 
set up by management to motivate the work and which 
may work in opposition to the institutional rewards.37 
To reap the f'ull benefits possible f'rom public relations 
research, it will be necessary to take into consideration the 
four groups which have a direct bearing on the worker's 
attitude, morale, and general well-being. These four groups 
are as follows:38 
1. Each worker is a part of a social structure outside 
the plant which determines to a limited extent his 
motivation within the plant, (member of' a family, 
or community, for example). 
2. Each worker is a member of his own informal group 
within the plant. 
3. Each worker is in many plants a member of a union 
and subject to the influences of' this system. 
4. Each worker is a member of' the company structure 
which pays him his wages and directs him on the 
job. 
37Daniel Katz and Robert L. Kahn, "some Recent 
Findings in Human Relations Research, n (Unpublished research 
study by the Institute for Social Research, University of' 
Michigan), p. 23. 
38Loc. cit. 
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III. ADDITIONAL INDIVIDUAL AND GROUP REPORTS AND 
STUDIES FOR FURTHER DOCUMENTATIVE AND EVALUATIVE PURPOSES 
A. Some Basic Conclusions from Leaders in Industry, Labor 
and Other Fields Concerning Man's Needs and Aspirations 
That "no problem is greater or more urgent than that 
of establishing sound, co operative relations between w Clr'kers 
and management1139 is highly recognized by most of the business 
and industrial leaders of today. In a report by Robert Wood 
Johnson~O the conclusions of a group of men from industry, 
labor, the ministry, and other fields concerned with man's 
nature, ethics, and aspirations clearly point out the aware-
ness of this problem. It also is interesting to note the 
very close correlation between the views of the so-called 
men in the field and the standards and principles being 
established by scientific research. Most of the observations 
made in the Johnson report resulted from years of experience 
in dealing with the employee in practical everyday situations. 
For example, the industrial leaders included Frank w. Pierce, 
world authority on the subject of industrial relations and a 
director of Standard Oil Company of New Jersey. 
As some of the canments have great value for anyone 
thinking constructively in the field of public relations 
research, a few are given below:41 
39Robert Johnson, "Human Relations in Modern Business, tt 
Harvard Business Review, 37:521-541, September, 1949. 
40Loc. cit. 
41Loc. cit. 
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1. There is no "economic man11 motivated only by 
thoughts of gain. Men are social creatures 
sensitive to consideration of pride, achievement, 
desire for esteem and affection. Men have a 
conscience and a sense of justice. 
2. Men possess broad drives which profoundly influence 
conduct, and which, if properl y taken into considera-
tion, can add great light on the interpretation 
and understanding of attitude studies. 
3 . Man has a deep sense of dignity based on the con-
viction that he has basic human rights which others 
must respect ••• connected with this are the seeking 
of self-expression, opportunity to advance, success 
in his job, and so on. 
4. Man has a definite need for the esteem of others. 
Men crave recognition and the feeling that their 
human dignity is respected. 
5. Man posseses a basic instinct for survival. This 
requires that a man can obtain the necessities 
demanded by decent standards of living. 
6. Men desire security not only just for today but 
for the future. 
7. Men have definite social instincts. They tend to 
associate with their equals and to develop teamwork 
i n common undertakings. 
8. Man's social and moral needs must be met if a business 
is to be a contented, harmonious, and efficient team. 
9. The recognition of the worker's rights should begin 
in the employment office. Every effort should be 
made to find out the worker's aptitude and experiences 
and to put the right man on the right job. 
In the light of the basic drives and needs of man, it 
can be seen readily that the employer's attitudes toward 
workers become increasingly important. Through a sound public 
relations program, which must include public relations research, 
proper techniques must be developed--sound personnel policies, 
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adequate grievance procedures and effective means of communica-
tion. But these proper procedures are not enough ••• 11 they must 
be infused with an attitude of respect for fu.e dignity of' 
the worker." 42 
B. The Meaning of Scientific Management 
E.H. Anderson points out in the Harvard Business 
Review43 that: 
One of the basic purposes of public relations research 
is to determine the workers' attitudes toward various 
work situations with the hope of locating the sources 
of' trouble, particularly those appearing in the form of 
high labor turnover and absenteeism, general conditions 
of low ef'ficiency, poor cooperation, low morale, and 
unreasonable wage demands and strikes. 
Mr. Anderson notes further in his article the funda-
mental proposition in these studies is not the work situation 
itself but the workers' reaction to the situation. This, of' 
course, points up again that management must understand that 
the workers have preferences, egos, anxieties, and that 
respect for these are a part of the t ota 1 reward for work. 
A very important corollary to this is that management 
must keep the workers informed about matters which are of' 
vi tal interest to them, which might influence their feelings 
and conduct and about which they are likely to be misinformed. 
42Loc. cit. 
43E.H. Anderson, "The Meaning of Scientific Management, n 
Harvard Business Review, 27:678-692, November, 1949. 
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"Mana gement must constantly fight the ignorance, misinformation,, 
and mischievous or malicious rumors that so often create and 
propagate feelin gs of distrust and enmity. n44 
Finally, Mr. Anderson sums up t wo very important 
observations: (1) the plant is no better than the worker is 
made to believe it is; and (2) the information must be brought 
to the worker in a form and at a level he can understand. 
c. Ten Commandments for Good Communications 
The big c oro.m.unica tions job in industry is for "manage-
ment to persuade itself that communications is a local level 
job,"45 and that it must do its own talking, to its own 
people, in its own words. 
In launching any communications program, it would be 
well to follow ten basic com.rnandments for good communica tions : 46 
1. Be honest and sincere--you can't make black out of 
white. 
2. Be simple and unaffected in your language. 
3. Don•t overglorify the company. 
4. Select competent personnel to handle your problems. 
5. Make your communications a top-level supervisory 
responsibility. 
6. Don't ignore unsavory situations your employees 
know exist. If you have labor troubles, talk 
about them. 
44 . . Loc. cit. 
45Robert Newcomb and Mary Sammons~ Spea~ "!!.E_, Ma na gemen t 
(New York : Funk & Wa gnall s Company, 1951J, pp. 6-8. 
46Loc. cit. 
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7. Investigate all devices of communication, and use 
a 11 that will help. 
8. Check constantly on the effectiveness of your 
communications. Employees will appraise communica-
tion devices frankly if properly approached. 
9. Never let your communications program slow down. 
It is a day-in, day-out affair. 
10. Finally, see the people, for you can't run a 
continuous program from behind a desk. 
D. The Communit~ Relations Problems of Industri~J: Companies 
A year of intensive study into . the problems of 
co~nunity relations by John Welcher has revealed the following 
important conclusions :47 
1. The pattern of community relations is an exceedingly 
involved one, involving public relations, management-
labor relations, and human relations. 
2. The basic standard for judging a company's community 
relations' standing is how people feel about plants 
in their own vicinity. -
3. Each company's community relations' standing must 
be appraised on an individual plant basis. 
4. Employee relations are of the utmost importance in 
c orrnnuni ty relations. 
This study also indicates that those executives who 
maintain good community relations for their companies do so by: 
1. Demonstrating a genuine concern for fue welfare of 
the company's employees and the communities in 
which they operate. 
47 John w. Welcher, 11 The Community Relations Problem of 
Industrial Companies," Harvard Business Review, 27:771-780, 
November , 1949. 
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2. Maintaining a two-way communications about 
company problems and company problems between 
management personnel and local employees and 
local plant neighbors. 
3. Participating in plant community activities and 
helping to provide leadership in community affairs. 
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CHAPTER V 
CONCLUSIONS AND RECOMMENDATI ONS 
CHAPTER V 
CONCLUSIONS AND RECOMTI!fENDATIONS 
I. AN OVER-ALL EVALUATION OF THE DATA OBTAINED 
(CHAPTER III) AS JUDGED BASICALLY BY THE 
SPECIFIC CRITERIA PRESENTED (CHAPTER IV) 
In looking at the total picture, three facts are 
plainly evident: (l) for some reason or other, the Bigelow-
Sanford Company has definite labor-management difficulties 
as evidenced by the very high strike rate at both plants, 
(the writer has also seen evidence of this over a period of 
ten years through direct and indirect contact with the 
employees, but as no concrete form of measurement was used 
this aspect is not stressed, although it resulted in greater 
insight into the problem); (2) this strike frequency is 
having a direct bea ring on the economic soundness of Bigelow 
as evidenced by the huge losses suffered in the last two 
years (other factors enter into these losses, but management 
itself has declared the strikes are the major cause); and 
(3) Bigelow is not too well thought of by its communities as 
evidenced by the community relations survey conducted in 
Amsterdam, New York. 
vVhat is the public relations need of the Bigelow-
Sanford Company as seen by the public relations manager in 
• 
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light of these difficulties? 
The greatest public relations need today is making 
use of the vast wealth of informational material on 
hand, seeing to it that our various publics are in-
formed about the company, its products, its policies. 1 
Nowhere is the statement found that the need might also 
entail putting the Bigelow house in order first. It is an 
established fact that all the telling in the world won't 
help for very long if your basic structure is weak and badly 
in need of repair. 
The cause and influencing factors of the three 
situations listed above are undoubtedly multiplied in number. 
They are also very likely interrelated. In order to point 
out more clearly pertinent areas of public relations research 
needs, it will be well to examine briefly each department 
and stress those weak areas which might be contributing 
factors. 
It should first be pointed out in all fairness to the 
personnel supervisors concerned that their stated functions 
were reported as obtained through personal interviews and 
personal correspondence. The writer, however, found many 
discrepancies between stated functions of a department and 
that which was actually being carried out. This does not 
indicate a lack of honesty but perhaps a case of good 
1Personal correspondence from the Bigelow-Sanford 
public relations manager, April 16, 1953. 
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intentions gone astray. Further, a definite awareness of 
some of the problems in the organization was shown by 
management, but there were few signs of any positive or 
organized s tepa being taken to correct the s itua ti ons. 
A. The Public Relations Department 
It is, of course, realized by now that the public 
relations department is, in essence, a press relations and 
publicity department. vv.hile the public relations manager 
does report directly to the president, he handles only three 
publics which we commonly recognize as coming under the 
guidan~e of a public relations department. By handling these 
three publics--stockholders, retailers, and consumers--it is 
meant that he serves the function of reporting news and 
events of the company to them. It does not entail policy 
making or such functions as would build and guide constructive 
programs to deal with these publics. 
For example, there is no organized or established 
policy concerning an effective stockholder relations program. 
There is very little tangible contact with the stockholders 
(as few as seven out of 6,800 have shoNn up at meetings) other 
than a stockholder newsletter which stresses matters that 
belong more suitably in a trade or retailer magazine. There 
is no attempt whatsoever to report to the stockholder on such 
issues as problems with which the company is faced or its 
community relations policy. The public relations department 
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has the general attitude that as long as there are only a 
few complaints, everything must be all right. In other 
words, it is better to sit back and wait until the lid blows 
off. The important need for sound stockholder relations is 
being overlooked entirely. 
Finally, it can be noted that the public relations 
manager stated in his personal letter of May 14, 1953:2 
The interest of the Public Relations Department 
ex tends from the initial activities of wool purchasing 
through the merchandising of the finished product in 
the retail store, for a f amiliarity with nearly all 
company operations is essential to intelligent reporting. 
Thus it can be seen that the public relations depart-
ment car ries out just one aspect of a total public relations 
job--that of reportin g. Naturally, titles are not important 
if the necessary functions are being carried out, but there 
is little accomplished constructively by changing titles and 
not responsibilities. 
Perhaps here, then, is the beginning weak point in 
Bigelow 's difficulty. There is no one person, trained either 
formally or informally in public relations practices at a ny 
level, responsible for the coordinating of those activities 
directly relating to building and maintaining sound and 
productive relations with its "publics.u 
2 
Loc. cit. 
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B. Personnel Relations Department 
The personnel department functions entirely independent-
ly of the public relations department. All matter of employee 
relations, except labor relations, are handled under the 
direction of a personnel relations manager. Although there 
are many desirable policies and activities having a direct 
relation or correlation with the established criteria in 
Chapter IV, there are two definitely weak areas in need of 
public relations research. 
The first is that the regular plant production workers 
are given no scientific, mechanical, or aptitude tests either 
before or after they are hired. There is no attempt to fit 
the right man to the right job. This is certainly not 
justified by management's reasoning, "we migpt reject a moron 
on the basis of his low score when actually he might fill 
the type of job open better than someone with a higher 
score." 3 
Secondly, there has never been any attempt to analyze 
or interpret, at the plant level, the opinions, attitudes, 
or conditions of the workers. The policy is determined at 
the New York level for both plants, and yet management, which 
is literally miles away, has never sought out any of the 
fundamental information which is so necessary in formulating 
3Personal interview with Bigelow-Sanford's personnel 
relations manager, May 14, 1953. 
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any effective and lasting public relations program. 
The practical illustrations presented in this thesis 
point out time and time again the vast benefits to be gained 
through carefully planned research in public relations. The 
criteria further points out that it must be conducted at the 
local level to be truly meaningful and useful. The scientific 
surveys and research reported herein point dramatically toward 
the increasing need to recognise the importance of managemsnt 
to be aware of employees' basic needs, desires, and gpals. 
These needs are reflected in the employees' attitudes and 
opinions, in the genera 1 way he feels about things • But 
Bigelow has no organized method of ascertaining their 
employees' attitudes and opinions. They have no organized 
way of determining if their basic needs are being met. One 
can only hazard a guess as to whether the present labar' 
difficulties are in part stemming from the lack of meeting 
these needs. It should be added that some of Bigelow's 
activities do meet some of these basic needs, but they were 
founded by faith, instinct, and union pressures. (These will 
• 
be discussed later.) 
As the research studies show, where these needs are 
not met, men become morose and bitter--probably in direct 
ratio to the extent that they are not met. They feel a sense 
of dissatisfaction and frustration and often seek compensation 
through aggressive action. 
88 
II 
It logically should be mentioned that even if Bigelow's 
management were not aware of the employees' need for belonging, 
recognition, respect, job satisfaction, the company could still 
institute programs and policies which would meet these needs 
by keeping an accurate measure of the attitudes and opinions 
of their employees. 
IT the employee is approached correctly, he will let 
management know what is bothering him and what he feels is 
wrong. He may not be able · to classify to himself or management 
the basic drive or need behind this state of mind, but a 
correction of one will satisfy the other. The research con-
ducted so far shows that the employee is honest, that he does 
not change his Sunday morals and values on Monday, that if he 
is asked his opinion in good faith, he will give it in good 
faith. 
The research that is carried on by this department is 
primarily that of studying the developments and pr ograrns of 
other companies. While this is certainly an important aspect 
of public relations research, it is not nearly so important 
as the type of research described above. The old expression 
"put your own house in order first" still stands. 
c. The Community Relations Department 
Bigelow-Sanford conducted a survey in 1946 in the plant 
community of Amsterdam, New York. The results showed that 
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Bigelow was not too highly regarded, and consequently the 
ccmmunity relations department aimed its communications 
program at the opinion leaders specifically and the general 
public indirectly. 
The whole cause for the poor shcming was attributed 
to poor communications. The issue never came up as to whether 
the fault actually lay internally, and yet study after study 
has shown that poor employee relations and strikes can have 
a most damaging effect on a company's crnrrmunity relations 
standing. There was no attempt to coordinate the efforts 
of the community relations department with the other depart-
ments, which might have had a direct bearing on the final 
effectiveness of the program. 
Public relations leaders claim that it is a complete 
waste of money to institute a program and then not attempt 
to measure its effectiveness. Bigelow-Sanford has never 
made any attempt to find out if its community relations 
program met with any success in Amsterdam. Furthermore, they 
have never conducted another survey in either plant community. 
Considering one factor alone, that of the extremely 
high number of work stoppages in the last two years, it is not 
hard to make a fairly accurate guess as to the condition of 
their present standing in the plant communi ties. Certainly 
the Opinion Index Study discussed in Chapter IV pointed out 
vividly that strikes are poison to good community relations. 
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Looking at the total program, it can be seen a gain that 
policy is being made at the New York level with no tangible 
means of guidance or direction from the local level--the level 
to which the policy is going to apply. Management cannot 
focus its attention directly on the areas of difficulty because 
it does not know what they are. Consequently, the program 
loses most of its effect because it cannot find a common 
theme. It is too scattered, too hit or miss. 
D. The Labor Relations Department 
The labor relations manager has been so busy putting 
out fires that he has not had time to even guess what the 
difficulty might be. He has been trying with great deter-
mination to set up competent men at the local level in hopes 
that they can solve more of the problems at their source and 
give him more time to plan for the future and to anticipate 
probable trouble areas. 
The problem here is that there is no organized informa-
tion being fed into the labor relations manager's office. In 
anticipating trouble areas, he would have to rely on his 
personal knowledge of the s~ituation. V\'hen asked directLy if 
his load might be a little lighter if the company had more 
effective public relations, he merely smiled a very knowing 
smile and remarked, 11 it certainly wouldn't hurt. 11 
I 
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E. Find:ings on the Positive ~ 
The total picture is by no means helpless or beyond 
repair. Bigelow has actually made tremendous strides toward 
enlightened management procedures. In the few short years 
since their president, Mr. Wise, took office, they have 
instituted many new personnel techniques and communication 
devices, and set up one of the finest executive development 
programs in the country. 
Mr. Wise has also decentralized his organization into 
highly functional units, realizing full well that extreme 
specialization works well only on paper. It can honestly 
be stated that the organizational setup is one that could 
handle well the difficulties at the local level if it only 
had proper and i11..formed guidance. 
As stated before,many of the personnel techniques used 
by Bigelow-Sanford compare favorably with those methods and 
attitudes which, in accordance with the views of experie need 
practitioners and the scientific surveys described in 
Chapter IV, had achieved the highest results in boosting 
employee morale, and productivity. Here is a shar't sunnnary 
of such techniques: 
1. Honesty and sincerity on the part of management. 
2. Gradual improvements of physical surroundings, 
innovations of a technical nature, and greater 
emphasis on employee orientation and job training. 
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3. A system of benefits to Employees and an effort 
toward the safeguarding of their economic, physical, 
and personal security. 
4. New methods of management-labor c ollabora ti on. 
5. A sincere attempt to gradually eliminate the 
traditional causes of the gulf between management 
and labor. (This attempt would be aided greatly 
by instituting research to find their problem 
areas and develop policies and programs to solve 
them.) 
6. Fa irness in the handling of grievances and promotions. 
7. A growing recognition by management of the importance 
of the individual man. (Here a gain, their intentions 
seem admirable but lack guidance and dir_ection.) 
8. A strengthened cammunications system which is 
gradually helping the employees to understand and 
appreciate management's policies and position. 
(This would be far more effective if management 
understood its employees' needs, desires, and 
attitudes.) 
II. RECOMJV!E.N:DAT IONS 
Before any recommenda tiona are made, there are 
general observations which should be made. The first is tbat 
any corrective measures successfully taken in one department 
will invariably have a positive effect on the other departments. ' 
Improved employee relations, for example, will aid greatly in 
improving the community relations sta.nding of the company. 
The second observation is that it should be fully 
recognized that not a little of the present difficulties stem 
from attitudes carried over from previous managements. These 
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unfavorable attitudes are carried on to the present manage-
ment by employees who worked under the old managements and 
by sons who have had the fathers' opinions passed on to them 
to the extent that they developed similarly unfavorable 
attitudes, even though they never worked under the managements 
which led to their formation. (For example, three out of 
every four families living in Thompsonville, Connecticut, 
work for Bigelow and there are countless third and fourth 
generation workers in the plant today.) 
Many of the present workers can only remember the 
strife and the treatment they received before the new manage-
ment, with its forward looking philosophy, came into being • 
. .. 
To illustrate this further, a responsible executive at the 
Thompsonville plant remarked to the writer in a personal 
interview, in reference to the old regime, 11 We pushed them 
against the wall as far as we could, and now they are doing 
the pushing. 11 
The workers did push, indeed, until they reached a 
point in 1946 when the picture showed an extremely strong 
union and an extremely weak management. l'f.tr. Wise and his very ' 
able labor relations manager has since brought about a more 
healthy and normal balance of power. 
All this is pointed out because any significance 
attached to the results of a recommended survey must take into 
full considera·tion the influencing and prejudicial factors 
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mentioned above. 
A. Immediate Research' 
1. Employment Testing. Management has no standard 
to f ollow in placing the right men in the right jobs. The 
present method of' trial and error can and has played havoc 
with the morale of' its employees and proved costly as well. 
Therefore, it is recommended that a research program be set 
up at the local plant level to determine which types of' 
mechanical, intelligence, and social readjustment tests 
would best serve management's and the workers' interest. 
After the testing devices have been selected and put into 
operation, it is further reconrrnended that sui table records 
be kept to enable an evaluation of the system in a reasonable 
length of' time. It is suggested that this program of research 
be under the direction of' the employment supervisor with 
assistance from the employee relations supervisor. 
2 • Emp l oyee Relations. Management has no accurate 
meth od of' knowing what its employees think of the company, 
its policies, or its supervisors. It has no way to measure 
the sa tis faction or dissatisfaction of its workers. It has 
no accurate way of' measuring the effectiveness of their 
efforts or with which to guide new policies. Employee 
attitudes are intangible commodities, but competent prac-
titioners in the field of' opinion research have proved that 
95 
II 
--- - -===--= 
it can be measured scientifically and accurately. It is, 
therefore, recommended that the personnel department arrange 
for an attitude and opinion survey to be conducted at the 
plant level so that management may analyze and better under-
stand those attitudes and opinions which play such an 
important role in the successful building of an effective 
and lasting public relations program. It is suggested that 
the personnel department retain the services of a public 
relations counsel and let him plan the details and aid in 
the final interpretation. (This is necessary because the 
company has no one functioning in a truly public relations 
capacity.) 
3. Community Relations. The effects of the many 
recent strikes at the Bigelow have undoubtedly taken their 
toll in terms of the company's standing in the plant communi-
ties. These strikes are probably only one of the sore spots 
which have given Bigelow a poor community rating. Inasmuch 
as the company has no established method to seek out its 
problem areas accurately and to measure its community 
relations program now in effect, it is recommended that the 
community relations department arrange for a survey in both 
plant communities to ascertain what the community thinks of 
Bi gelow as an employer, as a "citizen of the community,n and 
as a neighbor. This will enable management to evaluate its 
present program and suggest new areas of concentration or 
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changes in their over-all policy. 
4. Stockholder Relations. There is little question 
today as to the importance of rmintaining sound stockholder 
relations. Management is realizing more and more that it 
must do everything that is practical to promote and deserve 
the loyalty and friendship of its stockholders. Bigelow has 
done very little along these lines. It is, therefore, 
recommended that the public relations manager seek professional 
aid in drawing up a questionnaire to be mailed to all the 
Bigelow stockholders. This questionnaire should se el{: out the 
types of information the stockholder wants to receive and 
suggestions as to how management can better serve the stock-
holder. It is suggested that the public relations manager 
begin a constructive and active stockholder relations program, 
using the results of this questionnaire as a guide. It is 
further recommended that the public relations manager do 
personal research into the case studies and written works 
involving successful stockholder relations, so that he will 
have a greater understanding of their importance and their 
functions. 
5. Personal Research. Finally, it is recommended 
that each department head do more personal research into the 
writing, studies, and reports available concerning tbe "publics" 
and areas for which he is responsible. This will give him 
a better understanding and awareness of the latest developments, : 
techniques, and improvements in the field. 
B. Future Research 
The top management of Bigelow must come to realize 
11 that a sound policy and program of public relations should 
be a part of day-to-day philosophy of every modern company, 114 
There must be a coordinated program under the direction of a 
full-time public relations director. It is, therefare, 
suggested that Bigelow make every effort to seek out a public 
relations man well founded in the true theory and practice 
of public relations, and that he be installed as a public 
relations director on a policy-making level. No attempt is 
made here to describe the areas for which he should be 
responsible as that is something that would have to be worked 
out after a careful study and evaluation of the present 
system, but as public relations director it is hoped that he 
would serve at least five basic functions. These are: 
1. Keep top management ful l y informed on the reactions 
to all phases of the company's policies and 
actiVities. 
2. Aid and develop communications from the top to 
the bottom of the organization ••• maintain strong 
external lines of communication and .see that 
the company's activities and policies reach various 
publics. 
3. Plan or help to plan all public .relations work of 
the organization. 
4Harry Bullis, " Ma nagement's Stake in Public Relations," 
~Public Relations (New York: Funk & Wagnalls, 1948), p. 21. 
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4. Act as a coordinator for all units of' the company 
stressing harmony and advising from the sidelines. 
5. Act as an advisor to top management and as personal 
counsel to all top executives and the board of' 
directors. 
1. Complete Public Relations Audit. After this 
organizational change, it is recommended that a complete 
public relations audit be made. 5 This will enable the 
public relations department to understand better the situation 
at that time and point up the direction for new policies and 
activities which work toward the desired goal of' building and 
maintaining sound and productive relations with Bigelow's 
publics. 
c. Final Conclusions 
It is recognized by the writer that all the recommended 
research studies cost money, and they require a great deal of 
time and effort. But it is also recognized by the writer that 
Big elow's losses are literally running into the millions of 
dollars and that a sizable portion of' these losses is directly 
attributable to the poor labor-management relations which 
exist. It is also recognized that Bigelow thinks little of 
adding technical improvements at great cost; that it recently 
bought ten weaving machines at ~~ 50, 000 each which remained 
idle almost four months last year due to strikes. 
5see Appendix. (Information was obtained through 
the c curtesy of Hill & Knowlton and applies to their system 
of' handling a public relations audit.) 
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So it was with the full awareness of a 11 the above 
facts that the recommendations were made. It was with the 
full awareness that only through immediate and long-range 
public relations research action could Bigelow hope to mend 
its badly shattered reputation at the local levels. It is 
not being too dramatic to say that the recommendations may 
go so far as to aid in maintaining Bigelow's very existence, 
for the local level opinions of today have a direct bearing 
on the acceptance of a company's products on a national 
scale. This is a fact that is becoming more true every day 
particularly with companies like Bigelow that are operating 
on a nation-wide basis. 
The problem is before Bigelow. The stakes are high. 
But the rewards are so bountiful, not only in terms of the 
success and growth of Bigelow's own company, but also in the 
preservation of our system and way of life. 
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APPENDIX 
The Public Relations Audit is a technique for 
establishing sound public relations policies, determining 
the extent to which they are being practiced, demonstrating 
specifically where and how improvements can be made and 
providing aid in programming. 
The Audit is more than an opinion survey or poll. 
It not only obtains the attitudes of employees, community 
residents and others toward management's public relations 
efforts, but offers a precise course of action for management. 
Both the Audit and the opinion survey are based on 
int erviews. The Audit, however, is conducted by public 
relations men specially trained not only in interrogation 
but in weighing the answers to their questions. They find 
out what people think, and, even more important, why they 
think as they do. 
Before the Audit staff begins actual interview work, 
it studies carefully all available documentary materials 
which rela t e to the company's policies, organization, pro-
cedures, operating methods, personnel and public relationships, 
its means of employee and public communications and its 
relative importance to the community. 
The staff then plans its schedule of interviews with 
executives, department heads, superintendents, foremen, union 
officials and hour ly-ra ted and salaried employees. These 
are arranged to cover significant divisions of age, sex, race 
and economic status. The Audit :i,s openly conducted, with 
the full knowledge of supervision and worker as to what it 
will achieve. 
Except at top supervisory levels, no notes are taken 
during the interviews which last from fifteen minutes to two 
or three hours. Questions will vary, depending upon the 
individual's job, length of service with the company, place 
of residence and other influencing factors. 
At the end of each day's questioning, the Audit staff 
compares notes to determine what subjects require more probing 
and what less. Some questions may be dropped, others added 
and still others sharpened for the next day's round of 
inquiries. 
By the end of the third or fourth day a well-documented 
pattern of strengths and weaknesses begins to emerge. This 
pattern lays the floor for the recommendations to come. 
The interviews are held on company time and at the job 
location. However, every one is private and confidential. 
There is never a third person present. No names are asked; 
no form of identification noted. A checklist of topics covered 
in interviews with the workers includes: supervision and 
teamwork, safety, the company's future outlook, union-manage-
ment relations, employee benefits, rates of pay, advancement 
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opportunities, job security, educational and recreational 
facilities, company profits, other job opportunities in the 
neighborhood. 
In talking with men and women in mill or factory the 
Audit interviewers wear the same kind of working c lethes and 
safety gear of those interviewed. This is both practical and 
psychologically sound. Safety shoes, goggles and sometimes 
even steel helmets are a must when interviewers visit blast 
furnace or coke oven, underground mines or quarries, and 
dozens of other places where America's products take shape 
daily. 
While this is going on, other members of the Audit 
force may be circulating through the community. They call 
on important land owners, partners in leading law firms, 
educators, automobile dealers, the town librarian, newspaper 
publishers and editors, heads of other industrial firms in 
the vicini~, civic officials and prominent merchants, among 
many others. The search for accurate c omrmmi ty sentiment 
often leads to barber shops, taverns, restaurants, banks and 
grocery stores--wherever employees may congregate. 
The Audit seeks the community's answers to such 
questions as these: 
vmat is the company's standing in the communityf 
How does it stack up against other industrial 
concerns t here? 
How does it manifest its interest in the community? 
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Vfuat sources of information about the company are 
available? 
To what extent are its policies and practices known? 
What is it doing well? Indifferently? Badly? 
How can it become a better industrial neighbor? 
The number of interviews and size of the Audit staff 
will vary with size of company, size of community and number 
of plant locations to be covered. At least 100 interviews 
will be conducted, and as many as 2,000 have been made where 
circumstances dictated the need for questioning a very large 
proportion of employees and town residents. 
When all interviews have been completed and the 
patterns established, the results are collated and weighed 
by t.he A ud:l t staff. Tentative recomrnenda tions are drafted . 
The results and the reeommenda tions are then present;ed to 
the Hill & Knowlton Plans Board for discussion. 
The finished report is then submitted to the company's 
management. This consists of several sections: a re-statement 
of purpose, the scope covered, the company's publ:i.c re lations 
policies, the company's objectives lined up against employee 
and community evaluation of them, and immediate and long-
range recommendations as an aid to sound programming. 
With each recommendation detailed and documented, the 
complete report provides the company with a public relations 
blueprint for action. 
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